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Rough Proofs 


Advertisers who have published 
their copy without hesitation on Fri- 
day the thirteenth probably were 
given a shock when they saw what 
happened to King Alfonso. He was 
not only the thirteenth of the line, 
but the election which upset his 
apple-cart was held on the thir- 
teenth. 

+” a” ” 

However, P. S. Harrison avers 
and deposes that Paramount has 
been offered $250,000 for the trade- 
mark, “Thirteen, Unlucky for Dirt,” 
created for a recent movie. Colgate- 
Palmolive-Peet is alleged to have 
offered this trifling honorarium for 
the use of the name. Pyramiding 
thirteen to 250,000 is undoubtedly 
the record parlay. 

* * 

Artists and writers are often said 
to do their best work under difficul- 
ties, but this probably does not ex- 
plain why Business Briefs, one of 
the brightest and most interesting 
of the monthly digests, is edited by 
G. D. Aikenhead. 

*” * * 

The Chicago Visitor publishes an 
alluring presentation of Lenore Ul- 
rich and right under it the caption, 
“Page Twenty.” After seeing Le- 
nore, why page anybody else? 

* * * 


“Louder and Funnier,” in “The 
Little Age,’”’ published by The Iron 
Age, puts the point of its wise- 
cracks in italics. This is probably 
a good idea, but ROUGH PrRoorFs’ au- 
dience is of such high intellectual 
quality that it is quite unnecessary 
to employ this helpful little device. 

x * * 


The newest triumph of advertis- 
ing research in pathology is “clutch 
foot,” discovered by Hupmobile. 
This is not only going to help Hup- 
mobile salesmen, but it will be a God- 
send to doctors who are trying to 
keep up with the instalment pay- 
ments on their Hupps. 

* * * 


“Whose ‘mail-order’ tire are you 
talking about?” Montgomery Ward 
asked Harvey Firestone in an open 
letter published in 800 newspapers. 
The newspapers hope Mr. Firestone 
will answer the same way. 

* * * 

“How to get 1931 value from the 
1931 advertising dollar” is to be dis- 
cussed at the A. N. A. convention in 
Detroit by representatives of lead- 
ing types of mediums. If each hasn’t 
got the answer in his lily-white mitt 
right now, there’s something wrong 
with the picture. 

* + * 

The housewife’s sales resistance 
is lowest at spring-cleaning-time, 
the Clinton Carpet Company has dis- 
covered. The husband’s couldn’t be 
measured, because he was living at 
the club that week. 


* * * 


Carle M. Bigelow told the story of 
a manufacturer who designed a line 
of electric clocks even to the cases, 
before beginning to investigate the 
market for the product. Mr. Bige- 
low probably advised him to add an 
alarm-clock to his line. 

* * * 

A book department, says O. H. 
Cheney, is not one if it merely stocks 
a line of 75-cent fiction reprints. 
What is it then—a marshmallow 
counter? 

x * * 

Nearly 3,000,000 cars were junked 
by automobile dealers in 1930. That’s 
the reason you’ve been able to find 
a parking-place a little oftener this 
year. 

Copy Cus 
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DAILIES READY 
FOR STRUGGLE 
WITH PROBLEMS 


A. N.P. A. Convention to Begin 
Tuesday 


New York, April 16.—A large 
measure of informality will mark 
the annual convention of the Amer- 
ican Newspaper Publishers Associa- 


Harry Chandler, of the Los An- 
geles Times, president of the Amer- 
ican Newspaper Publishers Associa- 
tion. 


tion, to be held at the Pennsylvania 
Hotel April 21-23. The number of 
addresses on the program is smaller 
than ever before, with a correspond- 
ing increase in the time allowed for 
discussion. 

While the convention will open 
Tuesday afternoon with a meeting 
for publishers of the smaller news- 
papers, the first general session will 
not take place until Wednesday 
morning. Because of the possibility 
that President Chandler will be un- 
able to attend, the annual presi- 
dent’s address has not been sched- 
uled. If he is absent, Howard Davis, 
of the New York Herald Tribune, 
will preside. 

The committee on measurement of 
advertising lineage, of which George 
J. Auer, of the New York Herald 
Tribune, is chairman, will report 
Wednesday on its efforts to evolve a 
standard and to reach a generally 
accepted definition of general and 
retail advertising. 


Will Discuss Radio 


Another feature will be a report 
of the advertising agents’ committee, 
of which Edwin S. Friendly, of the 
New York Sun, is chairman. At the 
same session, what the association 
considers one of the most pressing 
problems confronting members—the 
competition offered by radio—will 
receive an airing. Elzey Roberts, of 
the St Louis Star, is chairman of 
the committee on radio. 


Another subject of general inter- 
est will be the report of the federal 
laws committee, headed by E. H. 
Baker, of the Cleveland Plain Deal- 
er. The Capper-Kelly bill will re- 
ceive an analysis, as will the copy- 
right bills presented to Congress in 
various guises in recent years. 


Outdoor Field May 
Pay 15 Per Cent to 
Advertising Agents 


New York, April 16—Though sub- 
scribing to the principle that the 
outdoor industry must adopt con- 
sistent promotion as a policy, solicit- 
ing organizations of the industry 
met here and voiced strong opposi- 
tion to details of the plan of a sin- 
gle sales agency, which is being 
sponsored by the Outdoor Advertis- 
ing Association of America. 

W. A. Gibson, Jr., of Outdoor 
Service, Inc., Chicago, acted as chair- 
man at this meeting, at which eight 
selling organizations, representing 
a large majority of those in exist- 
ence, were represented. Their pro- 
test was put into a resolution, ask- 
ing for a new method of attaining 
the same end. 

The plan of the Outdoor Adver- 
tising Association of America, said 
to have been approved in 46 states 
as the result of a series of sectional 
meetings of plant operators, pro- 
vides for the formation of Outdoor 
Advertising Incorporated to act as a 
special representative of the out- 
door advertising industry in the pro- 
motion and sale of outdoor advertis- 
ing on a national basis. 


Would Buy Facilities 


Outdoor Advertising Incorporated 
would acquire adequate facilities for 
its promotional and solicitation effort 
under this plan, including the facili- 
ties of the national sales department 
of the General Outdoor Advertising 
Company, which thereafter would 
conduct its business as a plant op- 
erator. 

The new company would invite 
plant owners meeting its standards 
to contribute to its capital and to 
become stockholders under a ten- 
year contract, regardless of mem- 
bership in the outdoor organization. 

One of the high lights of the new 
plan is provision for a greater re- 
turn for general advertising 
agencies, which heretofore have re- 
ceived only 10 per cent commission 
on business placed in the outdoor 
field. 

This commission would be in- 
creased to 15 per cent on January 1, 
1932, under the new arrangement. 
The gross commission on outdoor ad- 


vertising, however, might be in- 
creased from 16% to 25 per cent, 
since the plans provide that Outdoor 
Advertising Incorporated shall 
charge a fee to cover its creative 
and service activities, which shall 
not, however, exceed 10 per cent. 

The New York meeting of solici- 
tors felt that the payment of this 
high commission would prove a bur- 
den to the plant owner and im- 
pair the service now given adver- 
tisers. The resolution adopted asked 
that “all recognized selling instru- 
mentalties such as the direct so- 
licitors and the recognized general 
agencies that are qualified, and the 
National Outdoor Advertising Bu- 
reau be accorded 16% per cent on 
the gross of business placed with 
plants.” 

The resolution continued: 


Asks Promotion Only 


“The industry wants special rep- 
resentation and we heartily approve. 
We feel, however, that it is unwise 
for the proposed special representa- 
tive company to seek to place out- 
door advertising contracts. Their 
sole function should be the promo- 
tion of the medium. We hope that a 
new plan may be submitted to carry 
out the spirit of these suggestions.” 

Those signing the resolution were 
R. P. Scoville, Jr., president of .the 
Outdoor Advertising Agency; L. C. 
Myers, director of the outdoor divi- 
sion, Advertisers, Inc.; M. F. Red- 
dington, The Reddington Agency; 
J. J. Warren, Warren Outdoor Ad- 
vertising Corp.; Charles W. Wrig- 
ley, Charles W. Wrigley Company; 
J. Edward Long, J. Edward Long 
Advertising Company; W. C. 
D’Arcy, D’Arey Advertising Com- 
pany, and Mr. Gibson. 

The new plan was evolved by the 
Outdoor Advertising Association of 
America with the idea of increasing 
the use of outdoor advertising by 
placing it on a par with other me- 
diums, as far as the agency commis- 
sion is concerned, and at the same 
time providing consistent promotion 
for the field. According to the asso- 
ciation, the volume of outdoor adver- 


(Continued on Page 10) 


Last Minute 


News F lashes 


Storm Brewing in Cosmetics Distributon 
New York, April 17—Mannufacturers of cosmetics may have to choose 
between distribution through beauty shops on the one hand and drug and 


department stores on the other. 


Following the decision of the National Beauty and Barbers Supply 
Dealers Association (jobbers) to boycott manufacturers who attempt to 
utilize all of these outlets, similar action is predicted on the part of the 


beauty shops themselves. 


The latter allege they do most of the introductory work on beauty aids, 
only to have other types of retailers cash in on their labor. 


Plan Campaign for Fresh Fruit 
San Francisco, Cal., April 17—With the appointment of the J. Walter 
Thompson Company as its agency, the California Fruit Exchange will 
launch an Eastern campaign for Blue Anchor fruits. 
Intensive dealer service work will supplement the advertising, under 


the direction of F. W. Read. 


Hart Schaffner & Marx Have New Agency 


Hart Schaffner & Marx, famous Chicago advertisers, have placed their 


account with Batten, Barton, Durstin 
will be in charge for the agency. 


ahs 


e & Osborn, New York. Paul Hollister 


NEW ADDRESSES 
OF DEBTORS ARE 
NOW AVAILABLE 


Postoffice Gives This Service 
for 20 Cents 


Washington, D. C., April 16— 
Uncle Sam has now formally joined 
hands with collection agencies to the 
end that the man who would side- 
step his obligations by moving from 
place to place may be checkmated if 
he is to continue to receive mail 
under the name used when he in- 
curred the obligation. 


This innovation comes about as a 
result of amending the postal laws 
and regulations, during the recent 
session of Congress, to provide the 
mechanics for checking up on the 
delinquent and evasive purchaser of 
this or that commodity. 


The bill which, after amendment 
froin its original form, became law 
when the President approved it re- 
cently, was introduced by Represen- 
tative Clyde Kelly of Pennsylvania, 
member of the House postoffice and 
postroads committee. Instructions 
have been sent to postmasters 
throughout the country setting forth 
in detail just how and under what 
conditions information as to the ad- 
dress of persons to whom registered 
or insured mail is sent may be fur- 
nished the sender. 


Cost of Services 


Attention is called to the fee of 
3 cents for a return receipt re- 
quested at the time of mailing (a 
ruling which has been in effect for 
some time), a fee of 5 cents for such 
a receipt when requested after mail- 
ing, and a fee of 20 cents additional 
for a return receipt requested at the 
time of mailing to show the address 
where the article is delivered. Then, 
there follows the further detailed 
reference: 


“It should be noted particularly 
that the fee of 20 cents required 
when the sender requests a return 
receipt to show the address where 
delivery is effected is in addition to 
the 3 cents regularly required for a 
return receipt for a domestic reg- 
istered or insured article requested 
at the time of mailing, making a 
total charge of 23 cents for a return 
receipt requested to show the ad- 
dress where delivery is made; 

“That all requests for return re- 
ceipts for registered or insured mail 
which are to show the address where 
the article is delivered must be made 
at the time of mailing; that requests 
after mailing for return receipts to 
show where the article is delivered 
are not permitted; that when a re- 
turn receipt is requested showing ad- 
dress at which the article is deliv- 
ered the article is to be marked Re- 
turn receipt requested showing ad- 
dress where delivered; and that the 
address where the article is deliv- 
ered is not to be shown on a return 
receipt unless the sender has re- 
quested such information.” 


“Gratify Mailers” 


Some bankers’ associations, and 
the National Retail Dry Goods As- 
sociation, as well as the National 
Association of Credit Men, asked 
enactment of the new law. In re- 


porting upon the bill, the House and 
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ADVERTISING AGE 


April 18, 1931 


Senate Committees used this lan- 
guage: 

“It was urged that the present 
law be amended to provide oppor- 
tunity of securing return-receipt 
ecards for registered insured mail 
matter after mailing. This is re- 
garded as an additional service 
which will be gratifying to mailers. 

“Your committee also agreed to 
provide a further service so that 
mailers of such mail matter might 
be able to secure the address as well 
as the signature of the addressee. 
This is a new service which, it was 
declared by many representatives, 
would be valuable, and the commit- 
tee established a rate of 20 cents 
for each return card carrying such 
information. It is estimated that a 
considerable sum can be raised to 
augment postal revenues through 
these two new services.” 

In keeping with the traditions of 
the Postoffice Department, execu- 
tives of that service are proceeding 
to put the new law into full effect 
even though, it would appear, they 
are “holding their noses” when they 
do so. While this may appear to be 
an anomalous attitude their posi- 
tion on furnishing senders of mail 
matter the addresses, as well as the 
signatures, of those receiving mail 
has been antagonistic. The Post- 
office Department did not want this 
provision in the new law. 

When a representative of ADVER- 
TISING AGE commented to Frederic 
I. Tilton, Third Assistant Postmas- 
ter General, that this provision was 
apparently “not the Department’s 
baby,” Mr. Tilton replied dryly that 
“it was not.” The Department, Mr. 
Tilton said, had followed closely the 
policy of keeping confidential the ad- 
dresses of users of the mails. It had 
believed in maintaining a friendly 
and altruistic attitude toward pa- 
trons of the service, instead of in- 
jecting anything smacking of the 
inquisitorial or of the detective func- 
tion into their dealings: 

Mr. Tilton continued: 


The Original Bill 
“The bill we proposed originally 
to Congress sought to validate a 
charge for registered return re- 


ceipts after an article has been for- 
warded, fixing a fee of three cents 
for the same at the time of mailing 
and one of five cents if such return 
receipt was requested after the mail- 
ing. 

“Subsequently, before the House 
committee on postoffices and post- 
roads, during 1930, the credit men 
of the country (who had long been 
interested in bringing about some 
such legislation) appeared and suc- 
ceeded in having an amendment in- 
serted under which provision was 
made in the law for the furnishing 
of the address of the addressee upon 
the payment of an additional fee of 
20 cents. As amended the bill passed 
both Houses of Congress. The De- 
partment didn’t consider the matter 
of enough importance to recommend 
that the bill be vetoed. 

“There are times when such fa- 
cilities as this can be abused. For 
example, a case has been called 
to our attention of a woman who 
was trying to escape from a danger- 
ous husband. Contrary to the rules, 
her location was disclosed. Soon she 
was dead. Naturally, it is not the 
purpose of the Department to shel- 
ter ‘dead beats.’ However, we think 
the average man tries to pay his 
bills and should not be harassed. 
But the Department is complying 
with the provisions of the law.” 


Kelly Is Optimistic 

Representative Kelly told ADVER- 
TISING AGE that he thought the leg- 
islation was fully justified and that 
it would work out satisfactorily. He 
referred to the long interest of the 
credit men’s association in the mat- 
ter, the national retail dry goods 
group, librarians, and others. Mr. 
Kelly referred to a practice already 
in effect under which, he said, per- 
sons interested in checking on ad- 
dresses of users of mail may do so 
through the payment of a fee of 65 
cents an hour for clerical service 
made necessary. 

At the Postoffice Department, how- 
ever, it was explained this service is 
not of the same character as that 
provided in the new legislation, in 
that it applies only when some one 
furnishes a list of names and ad- 
dresses for verification. 


led. Th 


fortifying the old. 


@ THEY DON'T RIDE THE 
BAND WAGON 


HE fancies of the multitude are transient. Last- 

ing acceptance and expanding markets depend 
on discriminating and intelligent buyers who don't 
ride the band wagon. 


Discriminating thinkers are the leaders, not the 
ey react to reason, act on their own opinions 
which others follow. Intelligent discernment has 
brought these people to positions of influence and 
financial indepen tom 

ing nerve center for establishing the new_and 


The Big Four, by direct editorial appeal have 
mustered the active discriminating minds of this 
country—a half million men and women whose 
interest indicates their importance, for these maga- 
zines set the pace as moulders of opinion. A half 
million discriminating buyers provide the oppor- 
tunity for a comprehensive national campaign 
among the “‘market-makers.”” 


The Big Four magazines are modern in every 
respect and offer the large standard size page for 
adequate editorial and advertising presentation. 


TheiGroup 
in the Quality Field 
Forum 


Golden Book 


55 FIFTH AVENUE, NEW YORK 


Over Half a Million Circulation 


hey are the merchandis- 


Review of Reviews 


World's Work 


AWARD PRIZES 
IN EXHIBIT OF 
FINE PRINTING 


Chicago Society Holds Annual 
Display 


The fifth annual exhibit of Chi- 
cago Fine Printing, sponsored by the 
Chicago Society of Typographic 
Arts, opened at the Newberry Li- 
brary April 13, with an address by 
Allen D. Albert, chairman of the 
Century of Progress Exhibition, on 
“The Century of Progress in Print- 
ing.” 

The exhibit, made up of 118 
entries, will be open daily, except 
Sundays, from 9 a. m. to 10 p. m., 
until May 23. 

The jury of awards, according to 
the Society’s announcement, selected 
winning exhibits first, for typo- 
graphic achievement and design, and 
second, for press work and technical 
qualities. The exhibits; according to 
the jury, showed a distinct advance 
in type consciousness, modern art 
treatments being handled with an 
eye to their fitness to the subject 
matter rather than in a mere effort 
to attain the bizarre. 


Award for Rankin 


Among the awards tending toward 
this new note of modern yet tem- 
perate artistry is a series of folders 
by Walton and Spencer, entered by 
the William H. Rankin Company. 
They are set in Remington by Wal- 
ton and Spencer, and the design, 
typographic layout and illustration 
are by P. R. Smith. This is a fine 
example of a number of elements of 
design, combined in a symbolic, col- 
orful and harmonic whole, according 
to the judges. 

Temperate also, but strikingly 
beautiful, because of its simplicity, 
is a series of institutional advertise- 
ments by Henri, Hurst & McDonald, 
Inc. The printing and composition 
are by Bertsch and Cooper. The ad- 
vertisement, “A Balanced Organiza- 
tion,” was a favorite in the series. 

“Moby Dick,” which has been re- 
garded by some Chicagoans as the 
beginning of a Renaissance in Chi- 
cago and American fine printing, 
took the award in the book class. It 
is printed in three volumes—a 
limited edition of 1,000 copies. The 
book was entered by R. R. Donnelley 
& Sons. The design, typographic 
layout and illustration are by Rock- 
well Kent, and printing, composition 
and engraving by R. R. Donnelley. 
The book was set in English Mono- 
type Caslon and printed under the 
supervision of William A. Kittredge, 
of Donnelley’s. 

An award was given to the an- 
nouncement of Czecho Slovakian 
printing, also entered by R. R. Don- 
nelley & Sons. It is called “a de- 
lightful spotting of salmon, silver 
and leaf green with the jazz tone 
which to an American layman is a 
characteristic of Czecho Slovakian 
net.” 

The design, typographic layout 
and illustration are by Willard G. 
Smythe. Printing, engraving and 
composition are by R. R. Donnelley 
& Sons. Kabel Bold was used. 


Robots Take Prize 


The animated clothespin robots 
which wander over Runkle-Thomp- 
son-Kovats advertising pieces were 
in evidence in brick-red smocks on 
a series of broadsides and folders 
which received awards. The design 
is by Taylor Poore; the type Futura. 
There are envelopes to match. 

One of the striking pieces in the 
exhibit is the Green Moth Ball 
poster. There are two figures, a fat 
Elizabethian grand opera queen and 
a comedy knight errant done in 
lemon yellow and tones of red and 
green. It was printed by D. F. 
Keller, designed and illustrated by 


William Welsh, and entered by the 
Green Moth Committee. 


RANKIN ENTRY TAKES PRIZE 


Winner in the folder group at the Fine Printing Exhibit of 
the Society of Typographic Arts, Chicago. 


This piece was 


entered by the William H. Rankin Company, and printed in off- 
set by Walton & Spencer, with design, layout and illustration by 
P. R. Smith. Remington type was used. 


It is not often that a billhead 
awakens a warm response in artistic 
circles, but one in company with a 
letterhead, envelope and card, de- 
signed by Harry H. Farrell, took a 
prize. It is set in Futura Medium, 
with printing and composition by 
Bertsch and Cooper. 

Another winner is a greeting card, 
designed by Joseph Carter, and 
printed by Geo. C. Domke. It is done 
in yellow and gold—an hour glass 
for 1930 and 1981. 


In addition to the nine awards are 
many folders, booklets and announce- 
ments from representative Chicago 
firms. There are some giant books 
and even a candy box top of merit. 


The jury of awards consisted of 
John Jennings of the Grauman- 
Jennings Studios, Frank Riley and 
Robert B. Thompson of Runkle- 
Thompson-Kovats. 


Boston Headquarters 
for Aerial Advertising 


The Aerial Advertising Company 
has been formed in Boston, with 
offices at 216 Tremont Street, to 
operate a fleet of airplanes, the 
lower wings of which are equipped 
with six-foot Neon tubes. 


The company claims that this 
form of advertising is visible from 
the ground at altitudes up to 16,000 
feet, and that its process for attach- 
ing Neon tubes to the wings is pat- 
ented. 


Conklin to Head 
Long Beach Club 


S. S. Conklin will be the next pres- 
ident of the Long Beach (Cal.) 
Advertising Club, which will be host 
to the Pacific Advertising Clubs As- 
sociation in June. Mr. Conklin is the 
only candidate. 


Howard Deems ‘and Clare McCord 
are running for vice-president; N. 
H. Bennett and Russell Pavey for 
second vice-president; Gus Walker 
and Max Lowe for treasurer; and 
Herbert Moore and Ransom Samuel- 
son for counsel. 


Agent for Publishers 


Zinn & Meyer, Inc., New York, is 
now handling the advertising of 
Alfred H. King, Inc., and the Mo- 
hawk Press, New York publishing 
houses. 


The same agency has been ap- 
inted by Mastamix, Inc., New 


ork, manufacturers of green turf. 


Overalls Now 
Tailored in 


Bright Colors 


New York, April 16--The Inter- 
national Association of Garment 
Manufacturers is out to glorify the 
American workman. During Na- 
tional Work Clothes Week, May 18- 
23, the horny-handed son of toil will 
learn that unless his overalls have 
tailored lines he is hopelessly out of 
date. 


Not only will overalls be more 
nattily tailored than heretofore, but 
the dingy blue of the past will be 
relegated to the discard. Overalls 
to be displayed during National 
Work Clothes Week will be made of 
gay materials, in which the wearer 
will be able to feel perfectly at home 
on Fifth Avenue or Michigan Boule- 
vard. Naturally, the wearer of these 
togs will not object to paying more 
than he did for the drab ones of 
other days. 


National Work Clothes week will 
be in addition to National Wash 
Dress Week, inaugurated by the In- 
ternational Association of Garment 
Manufacturers last year. The 1931 
dates are April 20-25. More than 
5,000 retailers. are prepared to co- 
operate with this and other organ- 
izations in making the two weeks un- 
qualified successes. 


Elaborate merchandising plans 
have been prepared by Winternitz, 
Bissell and Cairns, agency handling 
both campaigns. Newspapers, di- 
rect mail, window displays and a 
radio hook-up of 340 stations will be 
used. 


Leaves Poor Richard 


James M. Segl, who has been edit- 
ing the Poor Richard Almanack, 
weekly paper of the Poor Richard 
Club, Philadelphia, has resigned be- 
cause of ill health and will go to 
Arizona. 

The new editor is Andrew C. Kun- 
kel, of the Bell Telephone Company. 


Appoint Ripley 
Edwin F. Ripley, New York, has 
been appointed Eastern advertising 
manager of Iron and Steel Engi- 
neer, Pittsburgh, and Oil Bulletin, 


Los Angeles. 
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SON-KISTROUGE | jum 


OFFERS SHADE 
FOR EACH MOOD 


The crowd which packed a loop 
theatre April 14 to hear the “Ad- 
Follies Broadcast” staged by the 
Chicago Women’s Advertising Club 
learned what advertising might be 
like were it freed from inhibitions 
and prejudices. 

To give an idea of the fun, there 
was the Son-Kist Rouge program, 
preceded by the following announce- 
ment from Mary Derbyshire: 

“Good evening, ladies and gentle- 
men! Wouldn’t you like to be ap- 
propriately rouged? You can be. 
Son-Kist Rouge invites you. 

“*Put your feelings on your face 
—and they’ll be off your mind’ is the 
slogan of thousands of happily 
rouged people. Think of it—a shade 
for every mood—for every note in 
the scale of your emotion. 

“Indigo—when the mood is low. 

“Emerald—when the boy friend 
wavers toward another’s wiles. 

“Tobacco Brown—a _ wonderful 
shade for the morning after. 

“Raspberry—saves words. 

“American Beauty—when every- 
thing is rosy. 

“Rainbow — after the tears are 
over. 


“Ask Your Dealer” 


“These are just a few of the ex- 
pressive shades of Son-Kist Rouge. 
Ask your dealer. He will probably 
tell you they are inexpensive—be- 
lieve him at your own risk.” 

The feature of this program was 
a skit written by Emily Hall and 
played by the six Son-Kist Girls. 
The scene was laid in the dressing 
room of a dance hall and brought 
out the close connection between the 
correct shade of rouge and free food 
and transportation. 

The climax was reached when 
Jane (Lucille Fisk), unconvincing as 
the monkey wrench in the party ma- 
chinery but, presumably, veneered 
with the most appealing tint of 
rouge, entered to announce that she 
had made the catch of the evening. 

O. C. Harn, C. C. Younggreen and 
Curtis J. Harrison—lucky lads— 
were the judges. They awarded first 
prize to the Soapy Suds Girls, Cora, 
Sue and Jen, played by Elsie Smith, 
Mary Ruth Schantz and Helen Som- 
erville, chairman. Hilda Smith, look- 
ing for all the world like Bill Hay, 
did the announcing. 


“Late Mayor” Present 


Second prize went to the Bunyon 
City Marathon Dance, “now in its 
twentieth year,” which presented 
such thinly disguised celebrities as 
Mayor Minnie Talker, Pal Bologne, 
Slindy, H. R. H. the Prince of Males 
and Mary Gardenia. Letitia Chaffee 
and Mary Coffey had charge of this 
contribution to the gaiety of the eve- 
ning. 

Much of the finished effect of these 
and other acts was due to three 
members of the club who have had 
extensive radio experience and who 
participated as both principals and 
coaches. They are Fanny May Bald- 
ridge, of the “Miracles of Mag- 
nolia,” an N. B. C. feature; Mrs. 
Anna J. Peterson, in charge of 
broadcasts for the People’s Gas, 
Light & Coke Co., and Jean Sar- 
gent Paine (Janice Perry of the 
Chicago Evening American), who 
has made a reputation here and in 
the East as an originator of juvenile 
features. 

At the conclusion of the program 
the audience stood by for the time, 
broadcast through the courtesy of 
the Helluva Watch Company. When 
the gong sounded it was exactly 
“half after and one thousand sec- 
onds past winter.” 

The general committee was made 
up of Mary Derbyshire, Gene Mc- 
Caig, Ruth Gragg, Mrs. Olivia Bar- 
ton Strohm and Josephine Snapp. 


School to Advertise 
The Chicago Radio Institute has 
placed its advertising with Gale & 
Pietsch, Inc., of Chicago, who will 
use national magazines. 


ADVERTISING AGE 


— 


NEW DRES 


The Wahl Company, Chicago, has 
completed a re-designing and re- 
packaging job on its line. 


‘THIRTY YEARS’ 
WAR’ DESCRIBED 


Organized advertising has success- 
fully prosecuted a “thirty years’ 
war” against untruthful copy, as- 
serted G. Lynn Sumner, New York 
advertising agent, who addressed the 
Chicago Advertising Council April 
16 with the fifth of a series of talks 
prepared by the Advertising Feder- 
ation of America. 

The Federation, originally known 
as the Associated Advertising Clubs, 
was organized in 1905, five years 
after the advertising club movement 
was started. It was responsible for 
the slogan, “Truth in advertising,” 
for the National Vigilance Commit- 
tee, the better business bureaus and 
other activities designed to eliminate 
fraudulent or untruthful advertis- 
ing, Mr. Sumner pointed out. 

“It was the rising spirit of resent- 
ment on the part of sound business 
against the abuses of advertising 
which led to the great improvements 
which were brought about,” he as- 
serted. He praised Collier’s for its 
attack on patent-medicine advertis- 
ing in the early part of the century. 
This he said had much to do with 
cleaning up this kind of advertising. 


Simple Facts Pay 


Mr. Sumner undertook to prove 
his thesis that truth in advertising 
pays by pointing out that the com- 
panies whose earnings are largest 
are those which advertise most and 
which are noted for the lack of ex- 
aggeration and bombast in their 
copy. He praised the advertising of 
General Motors, Ford, General 
Foods, Eastman Kodak and many 
others for the high type of copy em- 
ployed. 

The mail-order houses, he said, 
have demonstrated that the confi- 
dence of distant customers can be 
won by describing goods temptingly 
but accurately. He said that Mont- 
gomery Ward furnished a strong 
foundation by agreeing to refund the 
money of anyone who believed the 
goods delivered were not as adver- 
tised. 

Marshall Field & Co., he said, are 
a monument to truthfulness in ad- 
vertising, and the public believes 
what this house says in its adver- 
tising copy. Macy’s of New York, 
he asserted, has won a unique lead- 
ership for the same reason. He re- 
minded his audience that any em- 
ploye who first locates a misstate- 
ment in any Macy copy can win a 
standing reward of $50. 

“In spite of the practical elimina- 
tion of untruthful statements from 
most of the advertising appearing in 
reputable publications,” Mr. Sumner 
concluded, “we must still fight on. 
Such evils as the abuse of testi- 
monial advertising, overstatements 
and exaggerations must still be op- 
posed.” 


Appointed by Bank 


The Union Trust Co., Pittsburgh, 
has placed its account with Batten, 
Barton, Durstine & Osborn. 


Mr. Rockefeller 


l 


and 


| 


E haven't taken part in 


the controversy overRadio 
City. Wedon'tknow whetherthe 
central building of the plan will 
look as ignoble as a slat or as 
distinguished as Washington 
Monument. We do know that 
from where we sit at 48th and 
Fifth Avenue overlooking the 
site, we'll probably have two 
hellish years of riveting. After 
that our only hope is that R.C.A. 
won't have loudspeakers run- 
ning out of the windows as the 
stores do down on Cortlandt 
Street. 

The project has been linked 
with John D. Rockefeller, Jr. 
That part of the public which dis- 
approves of the plan is looking 
to him for relief. But what, 
exactly, is Mr. Rockefeller’s in- 
terest in it? H. V. Kaltenborn, 
former editor of the Brooklyn 


HN 


Eagle and now prominent as a 


| 


radio commentator on the news, 
has suggested that Mr. Rocke- 
feller may not be in a position to 
help much. Mr. Kaltenborn’s 
article appears in May Scribner's. 

It says in effect that Mr. Rocke- 
feller is represented in the new 
plan merely as a landlord, as one 
who has an expensive tract of 
land on his hands which he is 
anxious to dispose of. It suggests 
that a shrewd use of the Rocke- 
feller name has been made to give 
public-service glamour to the es- 
tablishmentofahigh-gradeamuse- 
ment center which will house 
and unify the varied commercial 
undertakings of the Radio Cor- 


No. 58 of a Series 


un 


poration. It quotes a letter au- 
thorized by Mr. Rockefeller in 


which he disavows any intention 


of making any contribution to 
Radio and saying that the transac- 
tion is a purely commercial one. 

Mr. Kaltenborn’s article is 
called “Radio: Dollars and Non- 
sense. It has to do with the use 
of the radio as an instrument of 
public opinion. But it is the por- 
tion on Radio City and Mr. 
Rockefeller and Mr. Aylesworth 
which will take particular hold 
on you. 


‘ee ee 


SCRIBNER'S 


Woodcock Rules 
on Advertising 
of Concentrates 


Washington, D. C., April 16—Ad- 
vertising and selling grape juice 
concentrates “with an intent that 
they be used in the manufacture of 
a beverage which is intoxicating in 
fact” are unlawful, A. W. W. Wood- 
cock, director of prohibition, wrote 
Rufus S. Lusk, of Washington, sec- 
retary of the Crusaders, an anti- 
prohibition organization, in response 
to an inquiry. 

Mr. Woodcock added, however, 
that “you as a lawyer, will appre- 
ciate the practical difficulty of the 
proof of unlawful intent.” 

Mr. Lusk sent the same letter to 
the United States Attorney General, 
but was informed that legal opin- 
ions may be given only to the Presi- 
dent and department heads of the 
Government. 

Mr. Lusk wrote in part: 

“Fruit Industries, Ltd., which we 
are informed is assisted by Govern- 
ment subsidy in excess of $2,500,000 
through the Federal Farm Board, 
has just established a sales office at 
17th and H streets, N. W., two 
blocks from the White House, and 


has an agency in a drug store across 
the street from your office for the 
sale of grape juice concentrates and 
kegs especially adapted for the pur- 
pose of home wine making. 

“In order that the citizens may 
know what they may properly do 
within the law, we ask you to state 
whether the sale of this product is 
legal, and if so, whether it is also 
legal to sell kegs for the purpose of 
making wine which will develop a 
greater alcoholic content than is 
permitted by the Volstead Act. 

“The keg has been treated as a 
part of the apparatus for making 
liquor and the press has reported 
many raids in which kegs were 
seized which had been offered for 
sale.” 

In his reply, Mr. Woodcock re- 
ported that “we have prosecutions 
against somewhat similar enter- 
prises under way in Los Angeles 
and Kansas City. Such prosecu- 
tions will be made whenever the evi- 
dence of such unlawful intent is 
available to convince a petit jury be- 
yond a reasonable doubt.” 


Goes with Agency 


After many years in the produc- 
tion department of the Boston 
Herald-Traveler, Harold E. Bessom 
has joined the Harry M. Frost Com- 
pany, Boston agency. 


Brown & Williamson 
Return to Kentucky 


Executive offices of the Brown & 
Williamson Tobacco Company have 
been moved from New York to Louis- 
ville, sales headquarters remaining 
in the East, however. 

L. F. Spaugh will continue to di- 
rect sales from 41 Union Square. 
The export department returns to 
Louisville, while R. Harrison, 
head of the export leaf department, 
will operate from Richmond, Va. 


Simplify Wrapping 
Supplies; Report Out 

The store managers’ division of 
the National Retail Dry Goods Asso- 
ciation, New York, has issued “Sim- 
plification of Wrapping and Pack- 
ing Supplies,’ representing a sur- 
vey of supplies and methods. 

The report says that department 
and specialty stores distribute 3 bil- 
lion packages annually. 


Made Sales Manager 


Grant Pierce, former head of the 
National Radiator Co., Providence, 
has become vice-president in charge 
of sales for the H. B. Smith Com- 
pany, Westfield, Mass. 

The company manufactures cast 
iron boilers and radiators. 
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Advertisers Lead in 
Employment Stabilization 


It is more than ordinarily signifi- 
cant that the leading part in the de- 
velopment of a program of employ- 
ment stabilization for American 
industry has been taken by national 
advertisers. Companies such as 
Procter & Gamble, Kellogg, Eastman 
Kodak and others like them are in 
the forefront of what is now gen- 
erally regarded as the most impor- 
tant social and economic problem of 
the times. 

Work of this kind can be justified 
from every angle, and it is nowhere 
more thoroughly justified than in 
the realm of merchandising. The 
new economics developed in America 
demands the maintenance of con- 
sumption and purchasing capacity, 
and that in turn means steady 
employment. In spite of shifts due 
to changes in industry and disloca- 
tions of industrial personnel, em- 
ployment stabilization for the great 
mass of the population is a prac- 
tical and attainable objective. 

Stabilization, in fact, is far more 
important to the workers, to manu- 
facturers and to the public than the 
maintenance of any arbitrary scale 
of wages. The level of wages ex- 
pressed in dollars has no significance 
until it is translated into real wages, 
based on the cost of the things which 
the wage-earner must buy. 

Because leading successful na- 
tional advertisers are among the 
largest employers of labor, the ad- 


vertising world, conscious of all of 
the implications and connotations of 
employment from the standpoint of 
merchandising, may be able to write 
a part of the formula for stabiliza- 
tion without going outside its own 
ranks. Thus advertisers may easily 
be the leaders in the development of 
a concrete program for the mainte- 
nance of consumer buying power for 
themselves and others, based on the 
stabilization of employment within 
their own factories. 

They alone cannot determine the 
operations of all industry, but they 
can be pace-makers and leaders in 
the thinking of industrial execu- 
tives. No one more than the adver- 
tiser realizes the ill effects of re- 
duced employment in terms of lower 
consumer buying power and market 
shrinkage, and hence'no one is bet- 
ter able to point out to business the 
economic as well as the social ad- 
vantages which are sure to flow 
from the establishment of a manu- 
faeturing program which will make 
assured employment and income for 
the worker one of the primary ob- 
jectives. 

Advertising, because it is the one 
thing which makes mass production 
and distribution possible, is vitally 
concerned with this situation, and it 
is safe to say that advertisers will 
be found among the leaders in work- 
ing out the final solution of the 
problem. 


Radio Broadcast Quality 


A writer in Scribner’s says that 
the quality of radio programs is 
low because the taste of the mass 
of the public is low, and advertisers 
must give the public what it wants. 
He feels that until radio broadcast- 
ing is endowed, there will be little 
chance to raise the level to a point 
where public taste can be elevated 
to a higher plane. 

While there is of course some- 
thing in the criticism, since spon- 
sored radio programs must neces- 
sarily be built with a commercial re- 
sult in view, it is likewise true that 
there are plenty of good programs 
on the air, and that their quality is 
improving as advertisers and agents 
learn how to appeal more success- 
fully to the groups in whom they are 
interested. 

As a matter of fact, one can 
hardly talk about “public taste” 
without beginning to define and 
qualify, for the public is made up of 
so many groups, of varying educa- 
tion, environment, income and other 
characteristics, that appealing to 
one “general public” may easily miss 
the mark. 

For example, a certain farm ad- 
vertiser who is supplementing his 
farm paper advertising with radio 
has found, by careful experiment, 
the best hour to talk to farmers, and 
the best sort of material to put into 
his programs. It is informative and 


educational, with only a little spice 
of entertainment. It wouldn’t do for 
the general public, but for his spe- 
cial public it is just the thing. 

Atwater Kent has about the best 
program on the air addressed to 
people in general, and yet the high 
quality of the musical numbers of- 
fered suggests that this radio manu- 
facturer is shooting -at those who 
appreciate better than the ordinary 
popular music of the day. In other 
words, without specifically saying so, 
the Atwater Kent company is mak- 
ing an automatic selection of pros- 
pects through the quality of its pro- 
gram. 

On the other hand, those who have 
listened to Henry Field broadcast- 
ing from Shenandoah, Ia., to the 
farm communities which he serves 
would probably call it terrible, and 
yet the radio broadcasting world is 
constantly amazed at the responsive- 
ness of his group. 

There is such a variety of mate- 
rial on the air, and the appeals 
which are being made are directed 
to such numerous groups that it 
would be very difficult to prove that 
programs are generally poor in qual- 
ity. Standards change slowly, as 
education progresses, and the effort 
of the advertiser should be to keep 
at least a little in the van with ref- 
erence to both listeners and compe- 
tition. 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


234. Analysis of City Circulation, 
Lincoln, Nebraska. 

This survey, published by the Lin- 
coln Journal, breaks down the paper’s 
circulation in the 14 districts of the 
city. The characteristics of these 
districts are described and represen- 
tative homes pictured. The informa- 
tion, which is summarized on a map, 
includes the number of families in 
each district, an analysis of new car 
registration for 1929 and 1930 and 
daily and Sunday coverage. 


236. How the “Review of Reviews” 
Influences Business and Com- 
munity Leaders. 

This folder, published by the Re- 
view of Reviews, New York, shows 
that 42 subscribers Aold 575 direc- 
torships in 477 leading corporations. 
Their names and business connec- 
tion are listed. 


237. From Footlights to Micro- 
phone. 

In this booklet, the Theatre Maga- 
zine Radio Bureau, newly organized 
to aid the sponsor of commercial 
radio programs, describes its scope, 
personnel and facilities. A fact 
brought out is that successful com- 
mercial programs result from a 
knowledge of what is “good theatre” 
plus an intimate experience in adver- 
tising practice. Published by the 
Theatre Magazine Radio Bureau, 
Inc., New York. 


238. Where They Live. 


A 10-page booklet published by the 
J. Walter Thompson Company, New 
York, in which Paul T. Cherington 
makes the new census figures excit- 
ing to the sales-minded. They show 
that our growing population is more 
than ever inclined to concentrate in 
metropolitan areas and_ districts 
made attractive by rich natural re- 
sources and pleasant living condi- 
tions. This expert discusses its 
significance to the advertiser. 


239. To Serve You. 


A profusely illustrated booklet 
describing the service available to 
advertisers through the National 
Register Publishing Co., New York, 
publishers of the Standard Advertis- 
ing Register and National Advertis- 
ing Records. 


240. If These Are the Right Ques- 
tions. 

As a test for rating magazines, 
this booklet, published by the Amer- 
ican Legion Monthly, Indianapolis, 
lists eight practical questions, the 
answers to which should establish 
the advertising value of any maga- 
zine. In demonstrating how the 
questions should be answered, the 
magazine tells its own story. 


236. The New Mode in Printed 
Selling. 

This 32-page booklet is one of the 
first to be printed in colors in sheet- 
fed gravure. It is full of interest- 
ing examples of the use of this new 
process, showing it both in two col- 
ors and in more elaborate color 
printing, some carrying the full 
effect of four-color process printing. 
There is an indication of new possi- 
bilities for effectiveness and economy 
in color printing in many of the re- 
productions. Published by The Sea- 
man Paper Company, Chicago. 


232. Church Building Plans for the 
Future. 

This report on the church building 
situation by Dr. Henry Edward 
Tralle, prominent church building 
consultant, is available through 
Church Management, Cleveland. It 
presents an optimistic viewpoint 


(Continued on Page 12) 
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SOMETHING MISSING 


—The Iron Age 


“Pretty good, Mr. Giblin, pretty good. But I still think you 
haven’t quite caught the spirit of the Glutz Rivet.” 


Voice of the Advertiser 


Include Pittsburgh 


in Orange Juice Plan 

To the Editor: In reporting the 
new merchandising idea of distrib- 
uting orange juice with the milk, 
ADVERTISING AGE of April 11 said 
that the five cities where this op- 
eration is being tried are New York, 
Buffalo, New Haven, Erie and 
Cleveland. 

Pittsburgh is also included in this 
and the advertising broke with a 
full page in the Press April 10. It 
is my impression that Pittsburgh in- 
stead of New York should have been 
included in the list. 

This is not a very serious error, 
but since it is the first inaccuracy I 
have ever found in your columns, I 
could not resist the temptation of 
calling it to your attention. 

H. E. PERKINS 
Mgr., General Advertising, 
Pittsburgh Press 


*_ * &* 


Ain’t Nature Grand? 


To the Editor: While it must be 
confessed that the majority of news- 
papers and magazines take the 
short-sighted viewpoint and lambast 
outdoor advertising with great en- 
thusiasm, you may have noticed 
some outstanding exceptions: Lib- 
erty recently gave the outdoor ad- 
vertising side of the picture, point- 
ing out that the good it has done 
has outweighed any damage. 

The latest to come to the defense 
of outdoor advertising was the Chi- 
cago Journal of Commerce, which 
perhaps made the sanest statement 
yet uttered on this subject. It said 
in part: 

“At certain places there are valid 
objections to outdoor advertising. 
Whenever it dangerously obstructs 
the view of motorists it should be 
removed. It should never be allowed 
to interfere with safety; but there 
should be equal diligence in attack- 
ing any other phenomenon that in- 
terferes with safety. 

“Again, outdoor advertising may 
be objectionable for aesthetic rea- 
sons; a noble landscape may be 
spoiled by an advertisement of some- 
body’s socks. But let it be observed 
that not all landscapes are noble, 
and that sometimes an advertise- 
ment of somebody’s socks may be 
easy on the eyes. 

“This is a fact often overlooked 
by people who are aesthetically il- 
literate; being themselves incapable 
of forming an aesthetic judgment, 
they accept the cast-iron doctrine 
that nature is wonderful and all out- 
door advertising is vulgar. 

“And even when outdoor adver- 
tising actually impairs a scene, it 
may well be asked whether the gov- 
ernment ought to interfere. There 
are numberless other things which 
are repugnant to civilized people; 
the majority of our buildings would 


have to be demolished if aesthetics 
were given a free hand. 

“In fact neither the people of the 
United States as a whole nor those 
of any state are particularly aes- 
thetic; even the members of wom- 
en’s clubs are deficient in this re- 
spect—otherwise they could not en- 
dure the horrible papers they placid- 
ly hear read at their meetings. Many 
of these papers are indictments of 
outdoor advertising; for the notion 
has been sedulously cultivated that 
outdoor advertising is not quite nice. 

“In general it is best to let the in- 
dividual apply his own standard of 
beauty, and if he finds a panel or a 
building or a woman that does not 
suit him, let him shut his eyes. Pan- 
els erected on private property 
should enjoy the same legal status 
as other structures. 

“If they are limited or totally for- 
bidden let it be through application 
of the same standards that have 
given us our zoning laws—the ob- 
ject of which, by the way, is to pro- 
tect property rights, not destroy 
them.” 

The defense rests! 

OuTpooR AGENCY. 


* * * 


United States Has 
New National Bird 


To the Editor: “In Rough Proofs” 
of April 11, Copy Cub commented on 
the increase in circulation of The 
Parents’ Magazine, and our promise 
that the new circulation has the 
same buying expectancy that char- 
acterizes the rest of our readers. 

I am a little surprised that any- 
one in the rapidly growing city of 
Chicago could think that buying ex- 
pectancy in the parents’ field is de- 
pendent on the “vagaries” of the 
stork. 

You can speak of the vagaries of 
the stock market, the weather, or 
the qualities of hootch, but you can- 
not speak seriously of the vagaries 
of the stork. 

I could take you right back to the 
time of Adam and Eve and show 
you that right up to the present Mr. 
Stork has been a highly dependable 
bird who has maintained his sales 
quota more consistently than a lot 
of us, and who has a batting aver- 
age of which any of us might be 
proud. 

Please be advised that The Par- 
ents’ Magazine is not at all con- 
cerned about the “vagaries of the 
stork.” May I also take this oppor- 
tunity to state that more and more 
advertisers are recognizing that he 
creates the market of greatest buy- 
ing expectancy for foods and house- 
hold merchandise. 

EARLE R. MACAUSLAND 
Adv. Director, The Parents’ 
Magazine, New York 
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SHOCK TROOPS 
WIN RETAILERS 
FOR EVEREADY 


Persistent Follow-up of Copy 
Succeeds 


A dealer drive based on merchan- 
dising of newspaper advertising in- 
creased the number of Eveready 
Raytheon Tube dealers as much as 
1,500 per cent in some markets in 
from two to six weeks, and, at the 
same time, enabled the National 
Carbon Company, New York, to 
meet a demoralized price situation 
with a quality appeal. 

The company entered the radio 
tube business in June, 1929, intend- 
ing to market on a national basis 
from the start. Sales plans were 
built on public acceptance of the 
trade name “Eveready,” the jobber 
and dealer organization already han- 
dling Eveready flashlights, radio 
batteries, miniature lamps and other 
products. Advertising appeared in 
Collier’s, The Literary Digest, The 
Saturday Evening Post, fan maga- 
zines, newspapers and the weekly 
Eveready Hour over a 30-station 
hook-up. 


Go After Dealers 


Dissatisfied with the number of 
dealers at the end of the first year, 
the company decided to add special 
newspaper campaigns in 18 major 
markets and to co-ordinate this ad- 
ditional advertising with drives for 
new dealers. 

The drive was put on in one city 
at a time, the smallest first, through 
each of the four divisional sales 
offices. Cities included in the cen- 
tral division were Detroit, Cleveland, 
Minneapolis, St. Paul and Chicago. 

The drive reached Chicago Decem- 
ber 1, when the central division’s 
shock squad of five men arrived to 
assist the nine resident salesmen. 
The territory was zoned and sales- 
men were assigned one zone at a 
time. If they did not produce the 
dealer quota set on the first canvass 
and one follow-up, another salesman 
was sent into that zone and the 
process repeated. Some of the terri- 
tory was covered by as many as six 
or seven salesmen. 

One of the inducements for deal- 
ers to identify themselves with the 
line by buying $60 worth of stock 
was the free listing of name, ad- 
dress and telephone number in the 
first advertisement of the campaign. 


Merchandising the Copy 


Dealers were shown preprints of 
the text portion of this advertise- 
ment, together with proofs of other 
advertisements in the series rang- 
ing in size from 60 inches to one 
page, and photo prints of letters 
from the newspapers to the company 
confirming the space orders. The 
newspapers also circularized the 
dealers, explaining the advertising 
scheduled. 

As a part of the deal, the dealers 
were offered their choice of a display 
cabinet or a serviceman’s kit box. 
Those who bought were also given a 
window trim. 

The fact that only 25 per cent of 
the new dealers secured during the 
drive were sold by the jobber’s sales- 
men, while 75 per cent were sold by 
the company’s men, was said to have 
been due chiefly to the greater effort 
made by the company’s salesmen to 
merchandise the advertising. 

At the start of the campaign, the 
company had about 50 dealers in the 
Chicago territory. Nearly 900 were 
sold, about 200 were classed as un- 
Satisfactory risks by the jobbers, 
and the names of 700 dealers who 
had the tubes on hand ready to fill 
orders appeared in the opening ad- 
vertisement. More than 100 other 
dealers, impressed by the campaign, 
placed later orders. 

In Chicago, the advertising is ap- 
pearing in the Chicago Tribune, the 


De Vaux Campaign 
To Begin April 25 
Grand Rapids, Mich., April 
16—With production under 
way, the De Vaux automobile 
campaign will begin in The 
Saturday Evening Post of 
April 25, followed by copy in 
Collier’s and Time. 
Newspapers and business pa- 
pers will also be used by James 
Houlihan, Inc., placing the copy. 


Chicago Daily News. In the Tribune 
advertisement, dealers within an 
average radius of 80 miles are in- 
cluded, while in the case of the other 
two papers the names of dealers 
within a radius of 40 miles are 
listed. 


Use Other Papers 


Synchronized with the advertising 
in these three papers, the copy ap- 
pears in the local papers of Wauke- 
gan, Rockford, Aurora, Joliet, Kan- 
kakee, Danville, Hammond, Gary 
and South Bend, and in a group of 
suburban papers. All the advertis- 
ing is staggered where there is a 
possibility of duplicate circulation. 


The directory advertisement in- 
cluded a coupon entitling the sender 
to a free demonstration in his own 
home, and the offer was repeated in 
the other advertisements. The com- 
pany is calling the attention of deal- 
ers to the possibilities of building 
business through service calls. Deal- 
ers who do not have such facilities 


tubes, a new set and a radio on the 
floor. 


Following the track worn in the 
consuming public’s mind some years 
ago by motor oil advertisers, the 
future tube advertising of the Na- 
tional Carbon Company will empha- 
size the idea that tubes should be 
changed every 1,000 hours. The com- 
pany believes other tube manufac- 
turers should join in developing this 
theme. 


Advertisers to 
Co-operate with 
Buying Agents 


The Engineering Advertisers’ As- 
sociation of Chicago will foster a 
movement for co-operation in mat- 
ters of mutual interest between its 
own parent body, the National In- 
dustrial Advertisers’ Association, 
and the National Association of 
Purchasing Agents. 


The interests of these two bodies 
dovetail in nearly all industrial sell- 
ing, and it is hoped that co-opera- 
tion in study of industrial distribu- 
tion problems will eliminate lost mo- 
tion. The purchasing angle is one- 
half of every sale, it is pointed out. 

Suggestive of the possibilities of 
such a movement was the address of 
C. M. Oberling, president of the 
Chicago Purchasing Agents’ Asso- 
ciation, and purchasing agent for 
the Container Corporation of Amer- 
ica, before the E. A. A., April 18. 

“You have more chance of influ- 
encing the purchasing agent through 
publication advertising than through 
direct mail,” he said, “but the pur- 
chasing agent does read direct mail 
if it is good enough. Small folders 
and cheap material get little atten- 
tion because there is so much of it. 


“It is worth the extra cost to 
select good paper and to send out 
impressive direct mail, even if you 
can afford less of it. Give all the 
facts, such as price, specifications, 
ete. Directories and _ consolidated 
catalogs are constantly becoming 
more important as mediums for 
reaching purchasing departments.” 


Train the Salesman 


To these suggestions Mr. Ober- 
ling added the thought that if more 
attention were given to training 
salesmen how to make use of adver- 
tising in their selling, the advertis- 
ing dollar would bring much larger 
returns. Most salesmen do not even 
mention advertising, he said, even 
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though an advertising message may 


are advised to arrange store demon- |, 
strations with the prospect’s old|' 


$4,000,000 


Is a lot on money 


Hearst 
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... And $4,000,000 income each day for 365 days is 
a lot more. Yet that is the sum of dimes and quarters 
that clink across drug store fountains from coast to 
coast each year. 


What a business, this selling sodas and light lunches 
to millions of hungry Americans. What a huge market 
for manufacturers of fountain equipment, supplies and 
foodstuffs. And nearly every important buyer in this 
field of drug store operation reads American Druggist! 


American Druggist for June will devote its editorial 
pages to articles on fountain management and operation. 
This issue will be read with extra keen interest by in- 
dependent druggists and chain store executives who 
realize the importance of the fountain as a revenue 
producer. 


Tell your sales story about fountain equipment and 
supplies in the June issue of American Druggist. 


* 
Magazines 
MOTOR — AMERICAN DRUGGIST — AMERICAN ARCHITECT — AROMATICS 

57th Street at Eighth Avenue, New York, N. Y. 


A TE AS STOR! 


have reached their prospect a few 
days before the call. 


One E. A. A. member expressed 
the hope that purchasing agents 
may be prevailed upon to help 
straighten out the maze of titles 
and complications of buying author- 
ity in their companies. One of the 
dreams of the industrial advertiser 
is having some source by which he 
can readily find out what individual, 
by title and by name, in the large 
industrial plant can actually initiate 
or control the purchase of his par- 
ticular product. In cases of large 
plants he finds that he must contact 
many, but he encounters great diffi- 
culty in finding out how many and 
who they are. 


Insulation Account 
Goes to Glen Miller 


The Dry Zero Corporation, Chi- 
cago, manufacturer of insulation, 
has placed its advertising with M. 
Glen Miller, of that city. 

The account was formerly handled 
by Freeze-Vogel-Leopold. 


Has New Secretary 


Roger Stone was elected secretary- 
treasurer of the Chambers Agency, 
New Orleans, at the annual meeting. 
Other officers were re-elected. 


Stuart O. Landry is president. 


Court Approves 
Publicity for 
Desist Order 


New York, April 16—The Na- 
tional Better Business Bureau may 
legally publish the fact that the 
Federal Trade Commission has 
issued a cease and desist order 
against a manufacturer, even though 
the latter may have appealed from 
the decision, the United States Dis- 
trict Court held. 

The case was that of the Artloom 
Corporation which sought an injunc- 
tion to prevent the Bureau from 
stating the facts until the result of 
an appeal to the courts was known. 

The Federal Trade Commission 
issued an order February 9, 1931, 
that the Artloom Corporation desist 
from advertising its Bagdad rug as 
a wilton rug. Two days later the 
company brought suit to enjoin the 
Better Business Bureau from com- 
menting on the order, arguing that 
it is not effective until and unless 
confirmed by the Circuit Court of 
Appeals. 

“The order of the Commission,” 
said the court, “is a public record, 
made after a hearing before an ad- 
ministrative board to determine 
whether the plaintiff was using an 


unfair method of competition in 
commerce. 

“If Congress had intended that the 
existence of such an order be kept 
confidential until its propriety 
should be questioned in court, it 
could and would have so provided. 

“Any newspaper in the land may 
publish such an order or a fair sum- 
mary of it, provided it does so with- 
out express malice. For such pub- 
lication it could not be held liable 
for damages, regardless of the truth 
of the facts stated in the order.” 


Gobel Executive 
in Agency Field 
Curtis G. Pratt, former vice-presi- 
dent of Adolf Gobel, Inc., New York 
meat packers, has joined Benton & 
Bowles, agency handling the Gobel 


account. 

Before poor Gobel, Mr. Pratt 
was president of the Dover (N. H.) 
Shoe Co., and prior to that, vice- 
president in charge of direct selling 


for the Foot-Schulze Co., St. Paul. 


Has Food Account 


The Clare Food and Relish Co., 
Philadelphia, producer of a complete 
line of relishes and pickles, has ap- 
pointed the E. A. Clarke Company, 
of that city. 

Direct mail to dealers will be used 
in conjunction with newspaper ad- 
vertising. 


Pe 
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CASTLE JOINS 
HARRISON IN 
FILM ATTACK 


Says Sponsored Movies Arouse 
Resentment 


New York, April 16—Asserting 
that sponsored films for exhibition in 
motion picture theaters are “packed 
with dynamite,” Eugene W. Castle, 
president of Castle Films, predicted 
that this development will inevitably 
cause theater-goers to “explode with 
resentment.” 

Mr. Castle’s blast against this 
form of advertising followed an at- 
tack by P. S. Harrison, publisher of 
Harrison’s Reports, an advisory 
service for exhibitors. Mr. Harrison 
has asked the newspapers and maga- 
zines of the country to poll their 
readers on sponsored films. 

Mr. Castle, whose views were re- 
garded as sufficiently interesting to 
cause the Association of National 
Advertisers to invite him to address 
its forthcoming meeting in Detroit, 
pointed out that Carl Laemmle, 
president of Universal Pictures, 
takes the same viewpoint. 

Mr. Castle quoted Variety under a 
Knoxville date line: “Straight ad- 
vertising took a quick flop here. 
Film ran a string of local advertise- 
ments of various houses. News- 
papers slapped it and hilarious ap- 
plause from audience at every show- 
ing. Stunt was quickly withdrawn.” 


“Too Much Plug” 


From the same paper: “ ‘Tex 
steps on It,’ is too much of a bold 
plug with not enough amusing qual- 
ity to cover the commercial shove. It 
gets dizzy before the shove is in- 
serted and when the commercial 
mention arrives it can’t help but 
look worse. Might tend to cheapen 
a program.” 

Variety’s Syracuse correspondent 
reported that “fan dissatisfaction 
with the advertising reels is crystal- 
lizing here in strong protests to edi- 
tors. . . . In this cartoon the plug 
starts with the title and never stops. 
It is carried continuously for seven 
minutes by the singing of the old 
song, ‘My Merry Oldsmobile,’ with 
the original lyric and music. If the 
advertiser’s scheme is to tire the 
public of its name by repetition he 
could not have hit upon a better 
device. . . . It might amuse chil- 
dren under ten. To their elders it 
means nothing, but the rawness of 


the advertising may mean a lot in 
the ill will created among patrons 
against the advertiser. One hundred 
per cent bad judgment.” 

James Gow, picture reviewer, 
wrote in one of the last issues of the 
New York World, according to Mr. 
Castle: 

“There is a short subject singing 
the praises of a brand of motor oil. 
Once upon a time it was my impres- 
sion that when the man in the street 
put his 85 cents into the coffers of a 
Broadway movie house he was en- 
titled to an hour or two of freedom 
from the pressure of salesmanship. 
Maybe I was wrong.” 


O.K.’s Chesterfield Film 


Mr. Castle said he regards the 
Chesterfield Movie Memories as so 
entertaining that he believes the 
exhibitor should pay for its show- 
ing. He thinks, however, that it is 
impossible for the standard estab- 
lished in these films to be reached by 
many advertisers. He continued: 

“Five years’ experience as news 
reel editor convinced me that both 
exhibitor and publie definitely re- 
sent the inclusion of any advertising 
in a news or magazine reel. 

“Legitimate advertisers have long 
struggled to achieve a maximum of 
truth in advertising. Their years of 
work are threatened with destruction 
in this era of ‘advertising going’ en- 
tertainment. It seems to me that if 
exhibitors are to advertise patent 
medicines, electric refrigerators and 
canned goods they should install 
banners in lobbies carrying this 
legend: 

“*An advertising picture is being 
exhibited as a part of our regular 
program. Admission to this theater 
is ordinarily 50 cents, but the ad- 
vertiser is paying us $5 per thou- 
sand of audience. Therefore our 
charge to you is not 50 cents, but 
only 10 cents.’” 


Get Convention Paper 


Hoffman Publications, New York, 
have taken over Convention & Expo- 
sition Magazine and will change the 
size to 9 x 12, as well as enlarge the 
publication’s scope. ' 


Campaign for Alden 
The E. H. Brown Advertising 
Agency, Chicago, is placing maga- 
zine and newspaper copy in a cam- 
paign for the John Alden Company, 

magazine subscriptions, Chicago. 


In Agency Field 


George T. Lamon has_ joinea 
Henry T. Samson’s advertising 
agency in Providence, after serving 
as advertising manager of a Provi- 
dence department store. 


Joins Criterion 
T. Hobbs Gunning has joined the 
Criterion Advertising Co., Cleveland, 
as special representative. 


CLAIM CIGARS 
KILL ROMANCE 


New York, April 16—The cigar 
industry needs an advertising cam- 
paign and a good one, if recent com- 
ment in Photoplay is an accurate re- 
flection of public sentiment. This 
magazine’s interpretation of the pol- 
icy of a big producer stirred Sturges 
Dorrance, president of Dorrance, 
Sullivan & Co., to analyze the situa- 
tion in a letter to The Tobacco Leaf. 

Said an editorial by Editor James 
R. Quirk in Photoplay: 

“Frederic March has been told to 
give up cigars. Paramount is mak- 
ing him a romantic star. Cigar 
smoking is not only unromantic, it is 
definitely offensive to women. 

“Cigarettes they approve. They’re 
‘cute.’ Pipes they tolerate. They’re 
manly. But cigars are horrors. And 
any movie actor who is repeatedly 
seen with a large black Perfecto be- 
tween his lips seriously impairs his 
romantic appeal. 

“The psychologists who delve into 
such obscurities as ladies’ whims 
don’t know why cigars are antip- 
athetic to the romarftic mood. 

“It may be that a dead cigar is 
the least appealing relic on the ash- 
tray. But they do know that women 
hate cigars and dream no tender 
dreams about cigar smokers. 

“If Frederic March must have his 
after-dinner Corona he'll have to 
smoke it where the women used to 
sneak their cigarettes—in the bath- 
room.” 

In his letter to the tobacco paper, 
Mr. Dorrance said these observations 
confirmed those of his agency. 

“Health per se does not begin to 
interest youth as compared with sex 
attractiveness, style, swank, the cor- 
rect thing,” he said, “and what me- 
dium has taught them more than 
their movies—their favorite stars, 
what they wear, how they live, what 
they do and how they do it?” 

And the editor of The Tobacco 
Leaf added: 

“The little story in Photoplay is 
illustrative of a hundred different 
ways in which cigar smoking, as a 
popular pastime, is being hit. Is the 
cigar industry satisfied to let it go 
at that? Or will it, in due course 
and in good time, rise up en masse 
and do something to save itself from 
oblivion?” 


Agency Suspends 
Frank P. Gibbs, president of the 
Britt-Gibbs Advertising Company, 
St. Louis, has joined the Hart Vance 
Company as vice-president, his old 
agency suspending operations. 
Mr. Gibbs will continue to handle 
+ A ngueaaas he serviced with Britt- 
ibbs. 


OLD OAKEN BUCKET GOES KELVINATOR 


* 
ee 


The spring which inspired the immortal poem of Samuel 
Woodworth has been supplemented by a Kelvinator ref rigera- 
tor and will henceforth serve merely as a shrine. The old 


Woodworth homestead is at NorweH, Mass. 
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‘Say it With 
Candy, Fruit,’ 
Is New Slogan 


Washington, D. C., April 16— 
With the slogan, “Say It with Candy 
or Fruity’ the Merchants’ Telegraph 
Exchange has been formed here to 
co-operate with the Postal Tele- 
graph Company in doing for those 
products what “Say It with Flowers” 
has done for florists. 

It is hoped that the project will 
assume not merely a national, but 
an international aspect. Magazines 
will be the chief medium employed 
for familiarizing the public with the 
new plan and its operation. Local 
members will band together for 
newspaper advertising, however. 

James L. Riddel, vice-president 
and general manager of the new or- 
ganization, outlined plans as follows: 

“The Postal company will get out 
stickers for use on telegraph blanks, 
calling attention to the service. We 
will expect our members, when pos- 
sible, to utilize the facilities of this 
telegraph company. We will accept 
as members only reputable dealers, 
whose standing and integrity are 
verified. 

“They will get the benefit of our 
advertising and forms for their own 
local advertising will be suggested. 
Later, we shall issue a monthly mag- 
azine for distribution among mem- 
bers. There will be free listings of 
those becoming affiliated with the 
Exchange. 

“We will carry a ‘Where to Buy 
It Guide’ in this organization maga- 
zine, in addition to price lists, etc., 
for the guidance of members. . 

“At each Postal Telegraph office 
will be special telegraph blanks, rate 
charts, and social message books for 
distribution. Social messages will 
be standardized, to a considerable 
extent, for the convenience of pa- 
trons of the service. The small town 
dealer will be aided by suggestions 
as to how to make up an attractive 


basket of fruit, or to add an appeal 
to a box of candy through the char- 
acter of box and covering.” 

Postal, which with the Interna- 
tional Telephone & Telegraph Cor- 
poration, launched a newspaper and 
radio campaign last week to sell the 
idea of telephoning telegrams, will 
probably feature the “fruit-candy” 
idea in the near future. 

Marschalk & Pratt, New York, 
are placing the newspaper copy 
under the direction of Frank C. 
Page, vice-president, and E. D. 
Thornburgh, advertising manager, 
of International. Mr. Page said the 
radio campaign is the first used by 
a telegraph company. 

The newspaper copy, regarded as 
a test, is running in New York, 
Brooklyn, Philadelphia, Columbus 
and Los Angeles. The radio adver- 
tising is confined to New York for 
the present. 


Women’s League to 
Discuss Photography 


The camera in advertising will be 
the subject of the dinner meeting of 
the League of Advertising Women 
of New York April 22. 

Edward J. Steicken, noted photog- 
rapher, will discuss “Spotlights on 
Photographing Merchandise,” and 
‘David R. Myers, manager of the ro- 
togravure department of the Wil- 
liam C. Popper Company, will talk 
on etchings and reproductions as 
applied to advertising illustrations. 


Carver’s New Work 


Claude R. Carver has been made 
eastern advertising manager of Good 
Furniture and Decoration, publica- 
tion of National Trade Journals, 
Inc., New York. 

Fred S. Sly, at one time vice-pres- 
ident and business manager of 
American Architect, has been ap- 
pointed general manager. 


Chilton to Move 
Effective May 1, the Chicago of- 
fice of the Chilton Class Journal Co., 
Philadelphia, will move from 5 S. 
—— avenue, to 367 West Adams 
street. 
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NEW WHIZ COPY 


DRESS UP 


THE TOP OF 


YOUR CAR! 
\\MMZ 


Guard your car’s top with a coat of Whiz. 
Top Dressing! Restore its costly, fine- 
leather look, make it softly pliant, water- 

proofs—protects. Easy and speedytto 
Pose, ana one application lasts for weeks! 

Get Whiz from your dealer today! 
FREE! The pad we brush to do the 
job with every can! 


Whiz 


HOLLINGSHEAD 
LAUNCHES NEW 
DRIVE ON WHIZ 


Free Deals Greate Opportunity 
for Dealers 


Philadelphia, Pa., April 16—In 
additionsto lavish magazine adver- 
tising of Whiz products in The Sat- 
urday Evening Post, Collier’s and by 
radio, the R. M. Hollingshead Com- 
pany, Camden, N. J., has launched 
a coast-to-coast campaign on Whiz 
Double Action Polish and Cleaner, 
and Whiz Top Dressing, using one 
newspaper in each of 117 cities and 
three business papers. 

The same general set-up is being 
used to push these two products in 
43 States and the District of Colum- 
bia, with the basic appeal to the 
company’s thousands of dealers and 
jobbers handling automotive sup- 
plies that the company’s “hard driv- 
ing” advertising means easy selling. 
The advertising is being placed by 
Pedlar & Ryan, New York. Martin 
E. Goldman is manager of sales de- 
velopment and advertising for the 
Hollingshead company. 

Twice a week, on Monday and 
Thursday, during April, May and 
June, which is the logical selling 
season, the 117 newspapers selected 
will present Whiz Double Action 
Polish and Cleaner, the “pushless” 
polish, and Whiz Top Dressing, “not 
just a paint,” before the public in 
each of the chosen centers. The 
campaign is heralded as the greatest 
national newspaper polish and top 
dressing drive ever undertaken. 


The Happy Motorist 


The newspaper copy for each 
product will consist of single-column 
displays of 50-line depth, of uniform 
general appearance, but widely vary- 
ing text, each display carrying what 
might be termed a serio-comic car- 
toon sketch of attention-compelling 
value, showing a happy motorist 
driving a shiny car. 

Catchy headlines of either two or 
three lines will be used, balanced at 
the bottom of the display by the 
word “Whiz” in very bold type and 
the name of the product below it. 
The set-up means that the advertise- 
ments will appear 288,000,000 times. 

An attractive portfolio of 20 pages 
has been distributed to dealers. It 
contains a number of interesting 
features including the mastheads of 
all the newspapers used in the drive 
and copies of some of the newspaper 
advertisements of both products. 
One page is devoted to information 
regarding the trade magazine cam- 
paign, in Motor, Jobber Topics and 
Automotive Merchandising. Spreads 


and pages in color will be used in 
these mediums. 

Other features tieing in with the 
campaign to dealers, are, in the case 
of Whiz Double Action Polish and 
Cleaner, window trims, streamers, 
postcards and circulars. As a spur 
to immediate action every dealer 
who purchases two dozen pint cans 
receives free a high-grade two-piece 
polishing cloth wrapped in cello- 
phane with each can, the idea being 
to offer the polishing cloth free to 
each consumer purchaser of a pint 
can, making an attractive “special” 
for the public. 

The polish and cleaner window 
display, supplied to dealers on re- 
quest, is a five-panel one, in colors, 
with instructions for setting up. It 
is free to retailers purchasing at 


Offer Course in 
Radio Advertising 


Atlanta, Ga., April 16—The 
Georgia School of Technology 
is offering a course in radio 
advertising for the spring 
term, which began recently. 
George W. Sparks is in charge. 

New York University is the 
only other college in the coun- 
try giving such a course. 


least one Whiz polish deal and one 
Whiz top dressing deal. 


Helping the Dealer 


For retailers with a small window, 
the company supplies a center panel 
and two end panels, one advertising 


touch-up enamel and the other 
chromium cleaner. The window 
streamers are 9x17 inches, gummed 
for attachment, two to the envelope 
and free. Appropriate postcards im- 
printed with the dealer’s name and, 
if accompanied by his mailing list, 
addressed to the names, are fur- 
nished for one cent a card. 


A hundred imprinted circulars 
“per deal” are furnished free upon 
request and more may be had for a 
nominal sum. In the case of Whiz 
Top Dressing, a free brush combina- 
tion is offered to the dealer, to be 
used as a “special” to the public, 
along the lines of the free polishing 
cloth offer. If the dealer buys one 
dozen cans of the top dressing, he 
receives free a dozen quality brushes 
and with each dozen cans the Whiz 


jobber will include in the dealer’s 
order a carton containing a three- 
color counter display and two three- 
color window posters advertising the 
product. Postcards and additional 
advertising material are supplied on 
request. 


Non-Advertising Book 
by Advertising Man 

Edwin S. Parry, of the Tracy- 
Parry Company, Philadelphia, 
doesn’t confine his activities to ad- 
vertising. He is the author of 
“Betsy Ross, Quaker Rebel,” pub- 
lished by the John C. Winston Com- 
pany, Philadelphia. 

Mr. Parry, who is a lineal de- 
scendant of Betsy Ross, shattered 
the theory that his ancestor did not 
make the American flag. 


DEC. 1929 


APR. 1931 


DEC. 1929 


APR. 1931 


100% INCREASE IN CIRCULATION 
... ONLY 40% INCREASE IN RATES 


In December, 1929, The American Golfer announced new advertising rates, 


based on a circulation average of 30,000. 


Today, The American Golfer’s circulation is 60,000, and growing steadily. 


(Print order, April issue: 88,450). 


Plainly, a doubled circulation necessitates a raise in rates. 


Black and White 
Color Inserts and Inside Covers.... 
Back Cover 


The usual 5%, 15%, 20% black and white discounts for four, twelve, and 
twenty-four pages, respectively, continue in force. Advertising scheduled prior 
to June 1, 1931, will enjoy the old rates up to and including the February, 1932, 
issue. For all business not definitely scheduled before June 1, 1931, the new 


Old Rates New Rates 
(Based on 30,000 (Based on 60,000 
Circulation) Circulation) 

, $500 $700 
800 1100 
; 1000 1400 


rates take effect with the July, 1931, issue. 


A 100% increase in circulation, with only a 40% increase in rates, makes 


The American Golfer the bargain buy of the Class publication field. 


The pages of The American Golfer reach the American business man in his 
most approachable mood — relaxed in the genial glow of his favorite hobby, at 


a time when he is most susceptible to advertising suggestion. 


THE AMERICAN GOLFER 


“REACHING THE AMERICAN BUSINESS MAN IN HIS MOST APPROACHABLE MOOD" 


THE CONDE NAST PUBLICATIONS, INC. 
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ADVERTISING AGE 


April 18, 1931 


ART BACKGROUND FOR UNDERWEAR 


One of the photographs in the exhibition of the U. B. P. 
Studios, which opened in New York April 10 and will run to 
April 24. The studios, a division of United Business Publishers, 
Inc., specialize in advertising photography. 


Glider Paper Changes | Open New Agency 


National Power Glider, New York, | Reynes and Smith is a new adver- 
has changed its title to National tising agency in the Pere Marquette 
Glider and Airplane News. | building, New Orleans. 

Lau’s New Role | 
“ ° 99 

Max Lau, former president of the Buys Port and Terminal 

Max Lau Colortype Company, Chi- W. F. Chapman: has_ purchased 


cago, has joined the Manz Corpora-| Port and Terminal, Whitestone, 
tion, of that city. in: ¥.8 monthly. 


the finest book on this subject you have ever seen! 


HE difference between catalogs that merely pre- 
sent products for the prospects’ consideration 
and catalogs that are salesmen in themselves is strik- 


ingly conveyed in this booklet “Catalogs that Sell”. 


Remington Rand will mail a copy with its compli- 
ments to any business executive, confident that he 
will find within its pages a wealth of new ideas for 
increasing sales in 1931 . . . Simply clip the coupon 
and mail it immediately. 


Systems Division 


Remington Rand 


BUSINESS SERVICE 
BUFFALO, NEW YORK 


REMINGTON RAND BUSINESS SERVICE Inc. 
Buffalo, N. Y. 


Send me my copy of “Catalogs that Sell”. 


Name. 


Firm 


Addr 
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ACCEPTANCE BY 
DENTAL BODY Is 
COLGATE STORY 


Campaign Features New Seal 
Of A.D. A. 


New York, April 16—To make the 
first test of consumer reaction to the 
American Dental Association’s seal 
of approval, Colgate-Palmolive-Peet, 
Inc., Chicago, has launched an ex- 
tensive campaign in newspapers, 
magazines and radio on Colgate’s 
Ribbon Dental Cream. 

This is the first widely advertised 
dentifrice to receive the associa- 
tion’s official approval. Conditions 
governing use of the seal were ex- 
plained in the March 28 issue of 
ADVERTISING AGE. 

The association’s Council on Den- 
tel Therapeutics passed favorably 
on Colgate’s in October, 1930, but 
the company was delayed in capital- 
izing fully on the distinction pending 
the Council’s action in drawing up 
the rules and designing the seal. 

The company overcame the last 
cbstacle in so far as the package 
was concerned by obtaining permis- 
sion to design one of its own for 
temporary use. This has been used 
on the Colgate package for the past 
90 days, and will now be replaced 
by the official seal. 

The endorsement has also been 
given publicity in the company’s 
radio programs and in advertising 
in the Journal of the American Den- 
tal Association. 


Feature the Seal 


The newspaper copy in the new 
campaign consists of 65-line by one 
column advertisements, which will 
appear in several hundred news- 
papers three times a week. This 
size space is being used because of 
the desire to feature the seal and the 
association’s ruling that its size in 
advertisements cannot exceed one 
and one-half inches. 

All the layouts use the maximum 
size and the seal is further brought 
out by artwork. The text is short, 
consisting in some cases of only: 

“Does the toothpaste you use bear 
this acceptance? Colgate’s Ribbon 
Dental Cream does!” 

The magazine advertisements, 
which are in black and white with 
large type, suggest the newspaper 
technique, but the text is longer and 
the seal shares prominence with the 
package, the price and the headline. 
The theme is indicated by the head- 
line of the opening advertisement, 
which reads: “It Stands Alone”. 

On the list for May and succeed- 
ing issues are True Story, Liberty, 
Cosmopolitan, American, Ladies’ 
Home Journal, Saturday Evening 
Post, Delineator, Pictorial Review, 
McCall’s, Good Housekeeping, Red 
Book, Woman’s Home Companion, 
practically all the motion picture 
magazines, leading juvenile publica- 
tions, parents’ magazines and sev- 
eral trade and professional publica- 
tions. 


Badge of Merit 


That the company has accepted 
the American Dental Association’s 
endorsement as a reward for its 30- 
year adherence to truth in dentifrice 
advertising was indicated by Taylor 
Adams, Colgate account executive 
with Lord & Thomas and Logan. He 
said: 

“For many years the manufactur- 
ers of Colgate’s have been openly 
fighting in their advertising copy 
claims that are made concerning the 
curative qualities of tooth paste. 
There have been times when the 
company’s business has suffered be- 
cause of the mildness of its claims 
and the fact that it has always con- 
tended that dentifrices are cleaning 
preparations only. 

“Now that the dental profession 
has given us this official endorse- 
ment, we feel we have won a real 
victory for truth in advertising.” 


HARMONY IN PHOTOGRAPHY OF PEWTER 


Another U. B. P. photograph. A special modern art back- 
ground was created to harmonize with the merchandise. 


SUNBONNET WENT 
OUT WITH HORSE 


They get a lot of chuckles down 
on the farm from reading advertis- 
ing copy written and illustrated by 
city chaps, Louis A. Paeth, vice- 
president and art director of the 
Frank B. White Company, agricul- 
tural agency of Chicago, pointed out 
in the current issue of “Farm Mar- 
ket Sayings,” the company’s publi- 
cation. 

“One large fence manufacturer,” 
commented Mr. Paeth, “was so an- 
xious to show a large amount of his 
fencing in use on a modern farm 
that he showed the field crossed and 
recrossed with sturdy fences. In pro- 
portion to the size of the buildings 
and other details in the picture each 
field contained not over an acre or 
two—a direct violation of all rules 
of farm methods. 


“Another advertiser used a photo- 
graph of what he hoped would rep- 
resent two typical farmers in con- 
versation. One of these men did not 
appear to be a farmer of any kind 
for he had the appearance and 
physique of a second-rate movie 
usher. 

“All too often the artwork for 
agricultural advertising shows 
horses that resemble no known 
breed, and cows that seem to be a 
mixture of half a dozen breeds or 
more. The situation with poultry 
representation is even worse for 
there are few artists who can draw 
poultry correctly. 


“Hatcheries generally have _ be- 
come notorious for the misshapen 
chicks which adorn their advertis- 
ing. One often wonders why such 
poor drawings are used when so 
many fine photographs are available. 
Good artwork costs money, but it is 
money well spent, when one con- 
siders the possibilities of adverse 
comment resulting from the use of 
faulty drawings. 


Flimsy Buildings 


“The advertisers of farm build- 
ings seem to have a mania for show- 
ing their products in a light outline 
technique. This results in flimsy, 
unnatural looking structures that 
fail to impress the majority of read- 
ers. In the advertising of ‘ready-cut’ 
homes I have often wondered if the 
finished building is really as bad 


locking as the picture on the maga- 
zine page. 

“Have you ever noticed the abun- 
dance of sun bonnets which artists 
use in their drawings of farm 
women? They do not seem to realize 
that the sun bonnet is almost as 
passe as the generous crop of chin 
whiskers which used to be placed on 
every cartoon of a farmer. 

“To achieve successful distinction 
in art production and make it of real 
value to the agricultural advertiser, 
the artist must be farm minded. 
Without some understanding of the 
natural characteristics of farm 
animals, equipment, fruits, vege- 
tables and flowers, he will find him- 
self coming far short of meeting art 
requirements in the farm homes. 

“We must not underestimate the 
good judgment of the country peo- 
ple. They are nature lovers and to 
distort or burlesque nature is keenly 
resented by farmers who, perhaps 
more than any other class of people, 
are impressed and buying by true- 
to-life-pictures supported by honest 
sales appeal, made to meet farmer 
intelligence and understanding.” 


New Members for 


Interstate Group 


Nine new members joined the In- 
terstate Advertising Managers As- 
sociation at its spring meeting at 
Vineland, N. J., April 11. 

They are Henry F. Bunocore, Pas- 
saic (N. J.) Herald-News; J. Kear- 
ney, Times Newspapers, Trenton, 
N. J.; E. M. Duddy, Conshohocken 
(Pa.) Recorder; Frank H. Cook, 
Sayre (Pa.) Times; Samuel H. 
Rosenthal, Norristown (Pa.) Regis- 
ter; Edward Bates, Meadville (Pa.) 
Tribune-Republican; Grover 
Boyd, Donora (Pa.) Herald Ameri- 
can; Gerald F. Blessing, Waynesboro 
(Pa.) Record Herald and Howard 
C. Berky, Norristown (Pa.) Times- 
Herald. 

Mr. Rosenthal was the chief 
speaker, his subject being “Building 
a Newspaper.” 


Laurence Wade Joins 
“Orlando Daily News” 


After eight years as national ad- 
vertising manager of the Orlando 
(Fla.) Morning Sentinel, Laurence 
Wade has taken the same position 
with the Orlando Daily News. Mr. 
Wade was formerly with the London 
Times. 

Joseph Ferris, Sr., president of 
the Orlando Daily News, founded 
both the Sentinel and Reporter Star, 
which were recently sold and con- 
solidated. 
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April 18, 1931 


iG ENDORSE 
NELSON BILL; 
TWO WITHDRAW 


Washington, D. C., April 16—Rep- 
resentatives of 16 organizations en- 
dorsed a bill presented by Herbert U. 
Nelson, executive secretary of the 
National Association of Real Estate 
Boards, at the second Conference on 
Roadside Business and Rural Beauty 
held here April 10. 

Delegates from the National Coun- 
cil for Protection of Roadside Beauty 
and the American Nature Associa- 
tion withdrew from the conference 
and announced their organizations 
would no longer be represented. 

The object of Mr. Nelson’s mea- 
sure is to preserve rural beauty, at 
the same time providing a definite 
place for: the conduct of roadside 
business. The delegates agreed to 
report the bill back to their respec- 
tive organizations, with recommen- 
dations for its adoption. George W. 
Kleiser, president of the Outdoor 
Advertising Association of America, 
indicated his approval of the mea- 
sure. 

Fred Brenckman, of the National 
Grange, and Roger J. Bounds, of the 
Chamber of Commerce of the United 
States, were added to the continua- 
tion committee, which will meet 
again in 90 days. George Wharton 
Pepper, former Senator from Penn- 
sylvania, is chairman of the com- 
mittee. 


Features of Plan 


Mr. Nelson said the essence of his 
plan lies in voluntary action by the 
owners of three-fourths of the abut- 
ting property. It provides them 
with quid pro quo in constructive 
action by the state for beautification 
of the highway over a period of 
years, and provides support of this 
voluntary action by authorizing ex- 
ercise of power of eminent domain 
where advisable. 

“The proposed model legislation,” 
said Mr. Nelson, “is suggested as a 
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method of conserving to the public 
both aesthetic values and proper 
commercial values along rural high- 
ways. 

“It is novel in that it avoids the 
disadvantages of purely police and 
negative attempts at regulating evils 
or abuses, and in that it gives the 
owners of the property affected, in 
return for the commercial right 
which they cede to the state on be- 
half of the public, compensation in 
the form of constructive action by 
the state to preserve the beauties of 
the landscape from the roadways. 

“It embarks the state or its sub- 
divisions, as well as citizens, on a 
systematic and constructive plan for 
the development of a state scenic 
highway system. 

“The state’s right of eminent do- 
main would be exercised, not to ac- 
quire full possession of abutting 
lands, but to acquire possession of 
the free and unrestricted view from 
the highway along the tract in 
question.” 


Merle Manly Returns 
to Portland Club 


Merle Manly, vice-president of the 
Botsford - Constantine Advertising 
Agency, has returned to Portland 
(Oreg.) from the Seattle office and 
resumed his membership in the Ad- 
vertising Club of Portland. Other 
new members: ) 

Ralph J. Baker, A. E. Wellington 
Agency; John F. Greenlee, advertis- 
ing; George A. Gullev, Smith Letter 
Shop; R. V. Lewis, Western Savings 
& Loan Association. 


Plan Canadian Branch 


The Minnesota Valley Canning 
Corp., Lesueur, Minn., will establish 
a branch at Windsor, Ont., as the 
result of the tariff on canned vege- 
tables. 

John Wall will be president of the 
Canadian company. 


Dr. Scholl on Air 


The Scholl Mfg. Co., Chicago, has 
launched a_ semi-weekly program 
over the National Broadcasting 
System, featuring the “Foot Com- 
fort Ramblers.” The initial broad- 


cast took place April 14. 


“LISTEN DOGS” 


ON WINDSHIELDS 


New York, April 16—Though the 
Texas Company is striking an opti- 
mistic note in its current advertis- 
ing campaign on its new Texaco mo- 
tor oil, the famous etching of two 
Scotties by Morgan Dennis con- 
tinues to provide the piece de re- 
sistance. 

These two appealing members of 
the canine tribe are rapidly becom- 
ing national characters. Hanff- 
Metzger, Inc., which handles the 
Texaco advertising, estimates that 
the “Listen dogs” have appeared in 
200 million copies of publications, 
giving an appreciative pause both to 
those who like dogs and others who 
merely like their pictures. 

Incidentally, the Scotties are go- 
ing to give the bathing girl a hard 
battle for windshield honors this 
year. Two million stickers in four 
colors have been made available to 
dealers, who are pasting them on 
the windshields of drivers who do 
not object. Motorists who have 
scorned windshield art in the past 
lose their scruples when confronted 
with the wistful gazes of the Texaco 
laddies. 


Cite Business Improvement 


The Texaco copy is quoting figures 
designed to prove that the business 
barometer is rising after the storm. 
Public attention is invited to the fact 
that the output of motor cars in- 
creased 13.5 per cent in December, 
1930, as compared with the same 
month in 1929; and that gasoline 
consumption in 1930 was more than 
5 per cent greater than in 1929, in 
spite of the fact that motor vehicle 
registration increased only a frac- 
tion of 1 per cent. The copy also re- 
ports that employment increases 
were recorded in 13 out of 54 indus- 
tries in December, 1930, with in- 
creased per capita earnings for the 
workers. 

The magazines being used this 
season are Collier’s, Liberty, Satur- 
day Evening Post, Time, Fortune, 


Literary Digest, Good Housekeeping, 
Holland’s Magazine, Ladies’ Home 
Journal, and the American Weekly. 

In order that the 40,000 Texaco 
dealers might also have local news- 
paper advertising material available 
a new plan was introduced this year. 
A portfolio was distributed by the 
agency to every daily newspaper in 
the country and to many weeklies, 
showing the advertisements avail- 
able with a letter to the advertising 
manager of the paper urging him to 
“sell” the tie-up to the local Texaco 
dealer. 


Mosso Names Agency 


The C. A. Mosso Laboratories, 
Chicago, have appointed the Porter- 
Eastman Company, of that city, to 
handle the advertising of Oil-of-Salt 
antiseptic. Newspapers, magazines 
and trade papers will be used. 


Form Radio Division 


The Universal Recording Labora- 
tories, Chicago, has formed a radio 
division to provide recordings of 
programs for checking copies, etc. 

B. M. Melton is division manager. 


AT EASE 


. hae a 


The Scotties caught in a quiet moment, recuperating from the 
strain of “listening to a quieter motor.” 


a 


Rose to Address 
Milwaukee Advertisers 


The Milwaukee Association of In- 
dustrial Advertisers will be ad- 
dressed April 30 by Mare Rose, 
managing editor of The Business 
Week, New York. 

The meeting will be held in con- 
nection with a dinner at the Hotel 
Schroeder. Chicago industrial ad- 
vertisers and publishers have been 
invited to attend. 


McCarthy in Charge 


of Sylvania Sales 
Edward H. McCarthy has become 
general sales manager of the Syl- 
vania Products Co., radio tubes, 
Emporium, Pa. Mr. McCarthy is 
best known as manager of New Eng- 
land distribution for the Grigsby- 
Grunow Company, Chicago. 


Joins “Forum” Staff 


_ After three years in the advertis- 
ing department of the Armstro: 
Cork Co., Lancaster, Pa., A. T. Of- 
stie has joined the advertising staff 
of Architectural Forum, New York. 

He was formerly with the Chicago 
Tribune. 


39 PAGES FORBES * 


35 PAGES 
HUUUOEOOSEEUOEOUNOEUOOEEONELONEROEEEOOOOOOEUGEEOUEEUGAELOAELAAETTHELHTLTHTTHHLAA) NATIONS BUSINESS 

33 PAGES 
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25 PAGES . ' 
HNUEUGUUAEUUEEUAEAAEAELEALATTLTTHTTTHTTTTHTTNH, BUSINESS WEEK 
24 PAGES 
HNKUUUAUOEEOSEAEHAEAH LETTE REVIEW OF REVIEWS 
14 PAGES “av. 

HANAHAN SATURDAY EVENING PosT 


10 PAGES 
THT WORLD'S WORK 


10 PAGES 
UT FORTUNE (11 Months) 


9 PAGES 
WT) ATLANTIC MONTHLY 


6 PAGES 
HMM HARPER'S MAGAZINE 


FORBES 


leads all others 
in the one field 
which demands 


executive action 
—INDUSTRIAL 
COMMUNITY 
ADVERTISING 


*In addition 17 pages of Public Utility advertising in FORBES 
in 1930 were devoted to industrial community copy. 


aturally FORBES is proud to lead the 
field in Industrial Community Adver- 


tising for 1930. 


For, if ever there was a classification 
that depends absolutely upon execu- 
tive action for results—this is it! 


Consider, then, the analogy between 
this leadership and the value of 
FORBES as a medium in any other 
program to sell the executive market. 


FORBES leads not only in 
lineage but also in low cost 
per inquiry and in the num- 
ber of productive inquiries. 
This booklet, available on 
request, tells the story. 


Independent 
Investigation 
Results in the 
Choice of Forbes 


FORBES circulation is concentrated not only among the 
top executives in business and finance (men who in addition 
to holding key positions in their own companies are rep- 
resented on the board of directors of other companies) but 


is also concentrated in the country’s 


markets. 725/10% of FORBES mail circulation is in 237 
counties where a survey by the U. S. Department of Com- 
merce shows 81% of all industrial purchases are made. 


FORBE 


BUSINESS FINANCE 
BUSINESS OF LIFE 
THE DECISION MARKET OF BUSINESS AMERICA 
120 Fifth Avenue, New York 


preferred industrial 
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Outdoor Field May 


Pay 15 Per Cent to 
Advertising Agents 


(Continued from Page 1) 
tising fell from $47,000,000 in 1928 
to $43,000,000 in 1929 and $40,000,- 
000 in 1930. The estimated 1931 vol- 
ume is $22,000,000. 

Agencies Are Key 

“It is clear,” said the association, 
“that the key to the situation lies in 
co-operating with the advertising 
agencies of the country. The trend 
of the times is toward the advertis- 
ing agencies, which control the ap- 
propriations of the majority of lead- 
ing national advertisers. Once the 
appropriation has been fixed and al- 
located to media, the door is locked 
and it is practically hopeless for any 
other medium to try to force an ad- 
ditional appropriation.” 

The first organized selling effort 
in the outdoor industry was carried 
on by the Associated Bill Posters & 
Distributors Protective Company, 
the capital for which was furnished 
by plant owners throughout the 
country. The company, formed in 
the 90’s, devoted itself exclusively 
to the solicitation of national out- 
door advertising. 

Later, other soliciting organiza- 
tions developed. They became known 
as exclusive solicitors and were 
licensed by the National Plant Own- 
ers Association. In addition, a num- 
ber of general advertising agencies, 
estimated at 40, established outdoor 
advertising departments, secured 
contracts for national outdoor adver- 
tising and sent them out to plant 
owners. These were also licensed by 
the association. The agencies thus 
were in competition with the exclu- 
sive solicitors. 

About 1911, all general agency so- 
licitors were dropped and the sales 
effort confined to exclusive outdoor 
advertising solicitors until 1916. In 
that year, a group of the exclusive 
solicitors joined in the formation of 
the Poster Advertising Company, 


which served as an exclusive so- 
licitor of national outdoor advertis- 
ing. 


Got No Commission 


Under this policy, no differentials 
were extended to the general adver- 
tising agency. On the contrary, the 
exclusive solicitor competed with the 
general advertising agency for a 
portion of the advertiser’s appropri- 
ation to be used in outdoor adver- 
tising and to be deducted from the 
appropriation placed in the hands 
of his agency by the advertiser. 

About 1916, the general advertis- 
ing agencies who had an interest in 
the use of outdoor advertising 
formed the National Outdoor Adver- 
tising Bureau. This Bureau served 
as a clearing house for national out- 
door advertising contracts placed 
with plant owners by agency mem- 
bers of the Bureau. 

Later, an agreement was made be- 
tween the Bureau and the Thomas 
Cusack Company by which the latter 
gave sales co-operation to members 
of the Bureau, with a commission of 
10 per cent on business placed by 
members of the Bureau with plant 
owners through the Thomas Cusack 
Company. 

“These policies of agency recogni- 
tion and of direct solicitation,” said 
the Outdoor Advertising Association 
of America, “were naturally in con- 
flict and from the standpoint of the 
advertiser and the general advertis- 
ing agency, outdoor advertising had 
a mixed sales policy, inconsistent in 
many respects. 


Inconsistent Policy 


“This condition prevailed until 
about 1925, when the General Out- 
door Advertising Company was or- 
ganized and a new contract made be- 
tween it and the Bureau, under 


THE 
PICTORIAL REVIEW 
COMPANY 


ANNOUNCES 
‘ the Election of 


GEORGE 8S. FOWLER 


as a Director and 


Ais appointment 


as Vice-President 


WILLIAM P. AHNELT 


April 13, 193% 


President 


Kill Tax on 


Vending Machines 


St. Paul, Minn., April 16— 
The Minnesota legislature has 
killed a proposed tax on vend- 
ing machines, which attracted 
wide attention. 

At the same time, the body 
rejected a tax on outdoor ad- 
vertising structures and a pro- 
posal to increase gasoline 
taxes from three to four cents. 


which the latter could place its busi- 
ness where it chose. In practice, 
most of the outdoor advertising cre- 
ated by members of the Bureau was 
placed through the General Outdoor, 
until November 1, 1929. 

“From 1925 to 1929 a mixed pol- 
icy of national selling existed within 
the General Outdoor Advertising 
Company as a result of the Thomas 
Cusack Company’s Bureau arrange- 
ment, which became a part of the 
General Outdoor Advertising Com- 
pany and the Poster Advertising 
Company direct solicitation policy, 
which also became a part of the 
General Outdoor Advertising Com- 
pany. 

“The necessity for adopting meth- 
ods comparable with those of other 
mediums is appavent. This leads 
to the thought of forming a com- 
pany, owned by plant owners of the 
country, to act as a special repre- 
sentative of the outdoor meduim and 
to recognize agencies with a differ- 


ential of 15 per cent.” 
Under the new plan, there will be 


outdoor advertising contracts: 


1. Business may be distributed | 
directly to plant owners. | 

2. The National Outdoor Adver- | 
tising Bureau will maintain facili-| 
ties for the distribution of business | 
for such agencies as desire to em- 
ploy that service. 


3. The Special Representative 
(the new company) likewise will 
maintain facilities for the placement 
of business for those desiring to em- 
ploy that service. 

“The advertiser and the adver- 
tising agency shall at all times be 
free to select any of these methods 
of placing outdoor business,’ the 
association explained. 

“Neither the Bureau nor the Spe- 
cial Representative shall adopt or 
employ any special inducements or 
discrimination to influence or con- 
trol the policy of advertisers or ad- 
vertising agencies with respect to 
the selection of means and methods 
by which business shall be placed.” 


The place of existing soliciting 
organizations in this picture is not 
clear. The head of one of these com- 
panies, however, said that “it is 
made plain that it is proposed to get 
the business through general agen- 
cies and that if we are not already 


“SOLOMON IN ALL HIS GLORY——” 
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A. Stein & Co., Chicago, are 


a display to 24 braces. 


offering this patented revolving 


three avenues for the placement of | display fixture free to dealers with one-half gross of suspenders, 
| Designed to fit the Paris package exclusively, the fixture gives 


an agency, we had better become 
one.” 
This executive asserted that or- 
ganizations such as his have con- 
tributed largely to the upbuilding of 
the outdoor field, and feel that their 
services deserve recognition. 


Philco Makes Promotions 

R. L. Heberling, formerly central 
division manager of the Philadelphia 
Storage Battery Company, Philadel- 
phia, maker of Philco radios, has 
been appointed Central States sales 
manager. 

E. W. Shepherd, formerly man- 
ager of the Chicago supply division, 
will succeed to Mr. Heberling’s old 
position. Both will have headquar- 
ters in Chicago. 

L. M. Kelly has been made man- 
ager of the Southwest division, and 
will be stationed in Kansas City. 


Bermuda Has New 
Advertising Policy 


Year ’round advertising will be 
the new policy of the Bermuda 
Trade Development Board, instead 


of advertising only in the fall, as 
formerly. 

The Board launched a newspaper 
campaign April 12, using 336 lines 
in a large list. Magazine copy, 
chiefly in one color, will be used, as 
heretofore. 

James Albert Wales, president of 
the Wales Advertising Company, 
New York, handling the account, is 
attending the annual travel trade 
conference in Bermuda. 


Anniversary Copy 
for Walgreen Stores 


The Walgreen Company, operat- 
ing 446 drug stores throughout the 
country is spending $75,000 in a spe- 
cial anniversary compaign. 

The company’s March sales were 
larger than in March, 1930, and were 
the third largest in the company’s 
history. 


“Boughton” is Dead 


George B. C. Hogan, 65, known to 
readers of Men’s Wear and other 
Fairchild publications which he served 
as fashion authority as “Boughton,” 
died recently in New York of angina 
pectoris. ; 


EXTENDING THIRD DIMENSION ADVERTISING 


After testing the use of live models in outdoor advertising on the Pacific Coast, the Coca- 
Cola Company is reported to have decided to extend their use. The displays, changed on sched- 
ule, emphasize the thought that Coca-Cola knows no season or temperature. 


While many kinds of displays have been utilized, the bathing beauty has proven perennially 
popular. The C. E. Stevens Company created the Coca-Cola displays on the West Coast. 
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COURT VETOES 
REGISTRATION 
OF SIGNATURE 


Washington, D. C., April 16.—The 
J. B. Williams Company, of Glaston- 
bury, Conn., manufacturer of shav- 
ing soap and other toilet prepara- 
tions, defeated the effort of Ernest 
W. Williams, producer of similar 
lines, to register his signature as a 
trade-mark. 

This end was reached only after a 
prolonged struggle, however. The 
Examiner of Interferences sustained 
the opposition to registration of the 
signature, but was reversed by the 
Assistant Commissioner of Patents, 
who in turn was overridden by the 
Court of Customs and Patent Ap- 
peals. 

Mr. Williams sought to register 
“KE. W. Williams” in the form of a 
facsimile produced from his own 
signature for use as a trade-mark on 
a lotion to be used after shaving. 

The J. B. Williams Company tes- 
tified it has been engaged in the 
manufacture and distribution of 
Williams’ shaving soap since about 
1840, and of other toilet prepara- 
tions for many years antedating the 
appearance of E. W. Williams in the 
field. It cited many registrations of 
the word “Williams,” the first being 
for shaving soap in 1873. The last 
was for “After-Shaving Prepara- 
tions” in 1928. In all, the J. B. Wil- 
liams Company has obtained 21 
trade-mark registrations. 


Names Are Eligible 


The Assistant Commissioner held 
that because the proposed trade- 
mark is a facsimile signature, it 
meets the proviso that the name of 
an individual is eligible for registra- 
tion “when written in some distinc- 
tive manner.” 

The Court of Customs and Patent 
Appeals agreed with this general 


principle, but added that “the mere 
differentiation in the appearance of 
a name wrought by individual char- 
acteristics cannot eliminate the con- 
fusion likely to arise by applying 
that written name or a facsimile 
thereof, to goods of the same de- 
scriptive properties.” 

Another court decision was quoted: 

“A person may not use his own 
name in a manner which will deprive 
another of the same name of the 
good-will of a business which the 
latter has established.” 

The court continued: 

“Where one elects to make a tech- 
nical trade-mark use of his own 
name, that name, for that purpose, 
becomes dissevered, as it were, from 
its owner’s personality. When he 
seeks to register it under a statutory 
enactment, it must be tested by pre- 
cisely the same principles which 
apply to all other technical trade- 
marks,” 


Tire Film Popular 


“Every Third Wheel,” eight-reel 
talking picture produced by the 
Goodyear Tire and Rubber Company, 
will be shown in 60 cities in 28 states 
during March, April and May under 
the management of Electrical Re- 
search Products, Inc., subsidiary of 
Western Electric. 


Neon Stockholders Meet 


Rudolph B. Flershem, vice-presi- 
dent of the Marine Trust Company 
and vice-president of the Marine 
Midland Corporation, was made a 
director at the annual meeting of the 
Neon Company. Other directors were 
re-elected. 


Form Southern Agency 


The Arthur Advertising Agency 
has opened offices at 617 Bank Build- 
ing, New Orleans. Officers are Stan- 
ley C. Arthur, president; Mrs. Ella 
Bentley Arthur, first vice-president; 
Alan C. Lanyon, second vice-presi- 
fent, and Wimot Calloway, secretary- 
treasurer. 


Clark, Cuyler Move Up 


Ralph Clark and Ralph Cuyler, of 
the sales department of the Seaman- 
Patrick Paper Company, Detroit, 
have been added to the board of di- 
rectors. 


JUMBO REFRIGERATOR SERVES AS STORE 


The new General Electric retail refrigerator sales office in 
Philadelphia is merely a large-size edition of one of its standard 
refrigerators, authentic in every detail. 

Loud speakers magnify announcements from the interior. 
The new “building” is floodlighted from the roof of a structure 
across the street. The Al Lefton Company handled the success- 
ful publicity for the opening of the new establishment. 


Coming 
Conventions 


April 21-23. Annual convention of 
American Newspaper Publishers As- 
sociation in New York. 


April 23—Annual dinner Bureau 
of Advertising, A. N. P. A. 


April 27-29—Semi-annual meeting 
of Association of National Adver- 
tisers in Detroit. 


April 30-May 1. Annual conven- 
tion of American Association of Ad- 
vertising Agencies in Washington, 
» 

April 30-May 2. Regional insur- 
ance advertising conference in New 
Orleans. 


May 4-7. American Drug Manu- 
facturers Association at Virginia 
Beach, Va. 


May 11-183—Spring meeting of As- 
ciated Business Papers, Inc., at Hot 
Springs, Va. 

May 15-16—Advertising Affiliation 
at Hamilton, Ont. 


May 21-23. Annual convention, 
Eighth District, A. F. A., at Minne- 
apolis. 


May 27-29—Annual convention of 
National Foreign Trade Council in 
New York. 


June 2-4. Annual convention of 
Lithographers National Assn. at 
White Sulphur Springs, W. Va. 

June 14-16. Public Utilities Ad- 
vertising Assn. in New York. 

June 14-18. Newspaper Advertis- 
ing Executives Assn. in New York. 

June 14-18— Annual convention 
Advertising Federation of America 
in New York. 

June 15-17. Annual convention 
National Industrial Advertisers As- 
sociation in New York. 


June 21-25—Annual convention 
Pacific Advertising Clubs Associa- 
tion at Long Beach, Cal. 

June 29-July 1—Annual meeting 
Scuthern Newspaper Publishers’ As- 
sociation at Asheville, N. Car. 

Sept. 1-4. Associated Sign Con- 
tractors of North America at 
Memphis. 

Sept. 14-18—Financial Advertis- 
ers’ Association in Boston. 

Oct. 4-6. Annual convention Mail 
Advertising Service Assn. at Buf- 
falo. 

Oct. 4-7—Insurance Advertising 
Conference at Toronto. 

Oct. 7-9—Direct Mail Advertis- 


ing Association at Buffalo. 


Steffey, Sales 
Director for 


N.C.R. Resigns 


Dayton, Ohio, April 16—C. E. 
Steffey, general sales manager of 
the National Cash Register Com- 
pany has resigned his position after 
being connected with that organiza- 
tion for 36 years, starting as office 
boy. 

Although reelected to the board of 
directors at the annual meeting last 
week, Mr. Steffey severed his con- 
nections two days later. While no 
definite plans have been made pub- 
lic it is believed he will join the 
Duro Company, which recently re- 
organized. He is a large stockholder 
in this company. 

Succeeding Mr. Steffey is J. W. 
Dozier who will serve as director of 
all domestic sales. 

J. H. Angleton was named do- 
mestic cash register sales manager 
and J. M. Wilson, Jr., will handle 
domestic accounting machine sales. 

Mr. Dozier has a record of 25 
years with the N. C. R. Like others 
who have risen to executive posi- 
tions in the firm, he began at the 
bottom as a stenographer and sup- 
ply clerk in the Chicago office. 


1.07% 


Subscription 
renewals 


during 1930—the highest in 


the field—is positive proof of 


ago . 


HOSPITAL MANAGEMENT 


The only hospital publication member both A. B. C. and A. B. P. 
537 South Dearborn Street 


A913 


cember, 1930—the highest in 
our history—a net increase of 
9.2 per cent over a year 


A GAIN OVER 1929 


the highest degree of reader 
interest... . 


. AGAIN OVER 1929 


(The second paper shows a loss) 


lation in 


net paid circu- 


De- 


(The second paper shows a loss) 


A.Oo 


of these are 
directly identi- 


fied as hospital executives— 
the actual hospital buying 


power. . 


A GAIN 


OVER 1929 


(The second paper shows a loss) 


Coverage, directed appeal, reader inter- 
est—as shown by these figures—all prove 
HOSPITAL MANAGEMENT the 
most economical and most effective 
medium to use in the hospital field. 


best, 


Chicago 
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ADVERTISING AGE 


Information 


for Advertisers 


(Continued from Page 4) 


based on the fact that church build- 
ing has lagged proportionately for 
15 years, that congregations have 
money, that the majority of present 
structures are outmoded by new 
edifices, and that there is a move- 
ment toward church buildings suit- 
able for more uses than worship 
alone. 


230. Do Women Read “Fortune”? 


Answers to a questionnaire prove 
that all but 11 per cent of the wives 
of subscribers read Fortune. Good 
editing, which included a tabulation 
of adjectives, has made the report 
more useful to advertisers interested 
in the reading tastes of cultivated 


April 18, 1931 


women. Published by Time, Inc., 
New York. 


233. “Time” for Concentration. 


This 96-page booklet from Time, 
New York, gives facts about read- 
ers’ 1931 buying plans, their buying 
habits, the sort of people they are, 
and the costs of reaching them in a 
concentrated campaign. The illus- 
trations are sermons in pictures that 
no advertiser can afford to miss. 


231. The Merchandising Department 
of the Chicago Elevated Ad- 
vertising Co. 

This reprint in booklet form de- 
scribes the close co-operation offered 
national advertisers by this Chicago 
organization. Close contact with re- 
tail outlets not only broadens dealer 
good will, but uncovers “hidden dis- 
tribution”—brings the client’s prod- 
uct to a more prominent position in 
the store. 


194-a. The Marketing of House and 
Home Furnishings. 
This study shows that in depart- 


Cut in Half 


plates. 


General Photo 


‘By our new and exclusive 
process you can 


Your Color Engravings 


AT headline means just what it says. 
There’s no catch. We don’t mean Ben Day 
or any other process you ever heard of. 


We have just perfected the “Flowers Process” 
of making color cuts, giving process color effects 
at about half the ordinary cost for copy and 


Now you can use color on many jobs, where 
before this the original copy and plates cost too 
much. And on most jobs where you now use 
expensive process plates, you can save up to 50 
per cent by the “Flowers Process.” 


Our samples and quotations will show what 
words here cannot possibly explain. Phone either 
of us at MUrray Hill 2-1369. 


Harry Flowers, Pres. 
Bill Hauser, Vice-Pres. 


235 East 45th Street, New York 
MUnay Hill 2-1369 


the Cost of 


Engraving Corp. 


TAXI WEEKLY 


The trade newspaper of the 
taxicab industry 


—_—_ 
STREET TRAFFIC 
NEWS 


Eastern authority on street 
and highway traffic 


GASOLINE 
RETAILER 


National trade newspaper 
of the gas and oil 
distributor 


[| 
All Published at 
54 West 74th St. 
NEW YORK 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK «+ 310 East 45th St. 
CHICAGO « 210 So. Despliaine St. 


and 34 other cities 


THEY DO IT LIKE THIS ABROAD 


A unique tire advertisement, on display in the recent expo- 


sition at the Art Center, New 


Paris, was shown by courtesy of Harper’s Bazaar. 


York. The copy by Kollar, of 
The foreign 


collection was assembled by Abbott Kimball, of Lyddon, Han- 


ford & Kimball. 


ment stores doing an annual volume 
of from $2,000,000 to $5,000,000, 
home and house furnishings account 
for 26.3 per cent of sales. How 
these sales are divided is one of the 
interesting presentations offered by 
Retailing. 


214. The Place of the Trade Paper 
in the Advertising Plan. 


In this 16-page booklet, published 
by the International Magazine Cor- 
poration, New York, Ray Sherman, 
editorial director of the Hearst Busi- 
ness Magazines, discusses the quali- 
ties to be found in a good business 
magazine and when and how the ad- 
vertiser can profitably use business 
paper space. 


124. The Recorder Outlook. 


A monthly bulletin by Arthur D. 
Anderson, editor of Boot & Shoe 
Recorder, New York, which dis- 
cusses the economic significance of 
new trends and forthcoming articles. 
The current issue comments upon 
the greatly lengthened selling sea- 
sons. 


224. The Acorn Calendar. 


readers surveyed, 65.7 own automo- 
biles, six out of ten are active in- 
vestors, and a large percentage are 
devotees of sports. Another feature 
is evidence as to the cost of orders 
received as the result of advertis- 
ing in The Outlook, in comparison 
with that of other mediums. 
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The Hospital Field. 


Business depression? Here’s one 
group which hasn’t heard of it. 
Hospitals are running at capacity. 
Hospital Management’s booklet tells 
all about it. 


176. The Golf Market. 


Golfdom, Chicago, has completed 
its annual survey of what has hap- 
pened among the golf links of the 
country and stated the facts in an 
eight-page booklet. 


194. The Marketing of Store Equip- 
ment and Supplies. 


This booklet by Retailing indi- 
cates that the big market for store 
equipment is among department 


Auto Output Increases 
The National Automobile Cham- 
ber of Commerce estimates March 
production of cars and trucks at 
286,883 units. This is an increase of 
25 per cent over the preceeding 
month and a record for nine months 
past. 


Joins Spokane Club 
C. E. Frazier, manager of Station 
KFIO, joined the Spokane Advertis- 
ing Club and was immediately as- 
signed to duty on the Advertising 
Achievement Week committee. 


Has Cereal Account 
Redfield-Coupe, Inc., New York, 
has been appointed by the Malted 
Cereals Company, Burlington, Vt., 

makers of Malt Breakfast Food. 


Randolph Passes On 
C. N. Randolph, 53, for 25 years 
Pacific Coast representative of The 
Packer, died at his home in Beverly 
Hills recently of influenza. 


Once Again 


- orange blossoms and wedding 
marches ... Spring Brides .. . new 
homes and hearth-fires springing up 
everywhere ... these young home 
makers of tomorrow are now form- 
ing their lifetime preferences and 
buying habits ... make us show you 
results of recent investigations .. . 
surprising new facts prove that 
Mother, too, reads Daughter’s copy of 


AmeridanGirl 


THE MAGAZINE FOR ALL GIRLS 
Published by GIRL SCOUTS, INC. 
670 Lexington Ave., New York, N. Y. 


CHICAGO PHILADELPHIA 
Powers & Stone, Inc. Harry E. Hyde, 
First Nat'l Bank Bldg. 638 Drexel Building 
NEW ENGLAND AND NEW YORK STATE 

(except Metropolitan area) 


Powers & Stone, Inc. 


stores with annual net sales of more 


This is a sample of a new idea in 
advertising calendars developed by 
the Acorn Press. 
features of a booklet, or catalog, and 
a calendar on the basis of 75 per 
cent utility and 25 per cent adver- 
tising. 


186. Steel—Basic to Industry. 


Everybody knows that steel is one 
of the great basic industries, but 
few know why. The Penton Pub- 
lishing Company gives the facts in 
readable fashion in 32 pages. It 
also tells how this 17 billion dollar 
market is divided. 


84. This Man the Architect. 


What are the functions of the ar- 
chitect? Just where does he fit in? 
What is his influence? What does 
he buy? These are some of the 
questions answered in this tiny 
booklet by Charles Scribner’s Sons. 


210. The Outlook. 


This is an interesting analysis of 
the men and women who read the 
New York magazine. It indicates 
that they form a market worth while 
in its own right and for its influence 


on the purchases of others. Of the 


It combines the | 


than $1,000,000. 
_ publication’s circulation 


| with the market. 


| 
i 


369 Lexington Ave., N. Y. C. 


It tells how the! v 
coincides 


Member Audit Bureau of Circula:ions 


may be purchased at the following News- 
stands in New York City: 


WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG., TIMES SQUARE 


DOUBLEDAY, DORAN BOOKSHOPS, Inc. 


Graybar Building 
490 Lexington Avenue 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


“everybody reads the 


Ce 
i talienetanaaaeel 
On 
i cielestenemnael 
i eaaenennEneenete 
(ne ee 
(a 
Oe 
(see 
eee 
eee 
ip cocceeeneneetl 
Om 
(ee 
(| 
ahaa 
ee 
Ce 
ee 
a 
eel 
ee 
Oe 
nee 
io aan 
(a 
ee 
i ccanneneeenmenl 


— 
eet, 


7] 
news 


a ‘ 


Nev 
Zenan 
of H 
her a 
sized | 
ago. 
attent 


come 
out,” 
lookin 
maga: 
Avent 
for h 
She 
tising 
nue’s 
ing a 
maga: 
for i 
ete. 
adver 
until 
vision 
of loc 
her h 
Fo1 
engag 
sharii 
and | 
handl 
vertis 
Dispo 
agenc 
ing a 
cosme 
sociat 
she p 
adver 
tail s 
eled 
the fF 
distri 
She 
orgar 
rema: 
full ¢ 
hand: 
know 
bad | 
self 1 
only 
inter 
Ale 
unde! 
that . 
alway 
offer 
out f 
cessf: 
climb 


stn tin : Fer ce ce ee ie ere ¥ : , ys Nan ieids SAMan)! ER Pe aie laces ; on cs oc te B ee) i : 2 ; re : : : i < 
ae 3 = en aes, ain f a eae fi i TERE ae a oe ; eas Crea . ; ee aN an eo fe: LER ae “aa eG, ae - Sim Jess Dts oe ‘ 2 eee Ss 
ee rer nnn ______- 
; * i . ae 
we Pct | “ @ ~ go 
we ELAM te a = te . ca 4 
ae ee  __ ¥ i ln 
: ss as © ¥ f w ae gi 
at: ® ; ig . 
car . be we os i 
“a al ad ee * - x 
< es Ye " ; . , * 4 aa 
ia: tee. * - . S, ie a. 
yy es eX. « , : . te te, 
a | are ’ e a a 
a es ee hy v4 a? 
Fn . — - Se 
— a } is ’ eo “Ss 
; PY 2 2 “ ae _ ig ‘ »e + Li % 
. wf Pe ‘ oe ee . i “ . 
3 _ & 4 | 
; ied “ _ é ‘ ne = me. AA a “aa a. | 
% g iat ee. e 
. 5 MeL es . es 
“ vs * ~ : r * P ~, et x te tie Pe at _ & 
3 | 7 om, ee I Se 
vei % . —-. * te — ys ey, ye . 5 ee * ag eee inten ieee 
ae | ee ; — oa — 
io ——————_—$_$_—[_—[_———€—«—X—<—<—$—§—<£_#[{[#[#[__[TV[_[—[c[—c[“<“[—’T!""SGDDUUhBl["="D9nh==—————__= Rg “ . ee - ae, be <8 : ey. 2 * re - 
: 2 Ss at ie “ ahs ci Ae ‘ ‘ eo aes a. 
‘ ee ea ee ee eee a ee “ ad ee o Men ee es ok 
“¥ ES: ea ay ao 
were # eM “oN 
i Sn ely ; f oa” 
:% 3 . , a) ek. be. - 
~ een = en : d ~ ~ > nn 4 
ge te ee a ee /F \ 
4 eas Ee ee ae ; \ 
on Pe gore 2 oe = i eal ‘ be : i fr]® <<) o ! \ 
' ae Spas Pens Xe se £5 “= ne . sy BES a> Vay” a 
3 aon ee a egee ee “Se eS: — Mo gs + a\\ 
Nee i > Nae . e “Se — igh . \ é x ir “wit 
vee 2 ao ae en = . ae s ‘ & S& i iat 
Re > 4 ae : ee : oe sae ° = ae , “ ae : “' < al yi 
SSS ER Re ee ees Se am - 3 
| ee Sa ' Scag «ae 
pS BY of | } 
ee * OES oie ae 
a Se ay tae > 
Ba Ayes > 
ee S Neale 
» DRe? S= 
& ) ir 
we 4 
a | 
| 
| a | 
ee | 
a. s a | 
fae eS | 
oe Pp a | | ee 
| 
| a 
Bo a pd 
| Pe 
ee ee 
RRB 2 A a RNR A AL TRL CLE SS SCIEN OE RTO LST 
| ERY A SE a PRS ORR 
: EEE | 
| 
enemies | OO OSEOOE_E_EEEE 
| 
> | 
Po | a 
ns Raa 
| pcineeaaaaions Po The 
J mn —— & Ce 
cumenninnssensinnne the ] 
Fa SE ——— Cony 
ee terna 
| NS factu 
en wom 
| naantgutieheemtions Fo 
| eS consi 
pe * _——] ‘iad 
Po se tat aa in 
Ce inati 
Sti‘ | gest 
Kem 
ae Clar 
Der st 
das 31's se See, aes ee sae 
: ase he patie AE TGNE ee! ene oe Malas. Serene fea ke 


= os FF Oe ON US 


mo 


7 umeemmmane 


SV 


April 18, 1931 


ADVERTISING AGE 


— — 


Women in 
Advertising 


Lois Zenana Guck 


New York, April 16.—Miss Lois 
Zenana Guck, advertising manager 
of Helena Rubinstein, Inc., began 
her advertising career in a medium- 
sized town of the Middle West years 
ago. Here her work attracted such 
attention that when she decided to 
come to New York City “to find 
out,” as she says, “how those good 
looking advertisements got into the 
magazines,’ more than one Fifth 
Avenue shop entered a flattering bid 
for her services. 

She accepted a position as adver- 
tising manager of one of the Ave- 
nue’s exclusive specialty shops, writ- 
ing all of its newspaper and class 
magazine advertising, creating ideas 
for illustrations, making layouts, 
etc. Her reputation as an efficient 
advertising woman spread rapidly 
until finally, with characteristic 
vision, she decided to shake the dust 
of local effort from her feet and try 
her hand at national advertising. 

For the next five years she was 
engaged in the agency business, 
sharing the ownership of a young 
and promising concern where she 
handled a great deal of cosmetic ad- 
vertising for well known companies. 
Disposing of her interests in this 
agency she spent some time launch- 
ing a newly patented product in the 
cosmetic field which she and her as- 
sociates had perfected. In this role 
she planned and prepared all of the 
advertising, called personally on re- 
tail stores, contacted jobbers, trav- 
eled from city to city introducing 
the product, and built up national 
distribution for it. 

She then joined the Rubinstein 
organization, where she has since 
remained as advertising manager, in 
full charge of the expenditure of the 
handsome appropriation of this well 
known cosmetic house. 

“TI love advertising and apply my- 
self to it with the zest that comes 
only with work one is fitted for and 
interested in,” Miss Guck said. 

Alert, well poised, gracious and 
understanding, with the judgment 
that comes of experience, Miss Guck 
always has advice and inspiration to 
offer younger women who seek her 
out for assistance. Many now suc- 
cessful in advertising owe their 
climb largely to her tutelage. 


Radio to Advertise 
Star Brand Shoes 


The Chicago office of Erwin, Wasey 
& Co., Inc., has been appointed by 
the Roberts, Johnson & nd Shoe 
Co., St. Louis, a division of the In- 
ternational Shoe Co. which manu- 
factures Star Brand shoes for men, 
women and children. 

For the present advertising will 
consist of broadcasts over 58 sta- 
tions. 


Women to Elect 


The Philadelphia Club of Adver- 
tising Women has appointed a nom- 
inating committee for the annual 
election in May. Beatrice Ewing 
Kempff is chairman, assisted by 


Clare V. Fey and Catharine A. 
Schafer. 


ART DIRECTORS 
AWARD PRIZES 


New York, April 18—The tenth 
annual exhibition of advertising art 
of the Art Directors Club opens to- 
day at the Art Center, 65 East 56th 
Street, where it will remain on view 
till May 18. 

Announcements of the awards ir 
the various classes were made at a 
private view and reception held 
yesterday as fcllows: 

Paintings and Drawings in Color 
Figures: 


Medal to Carl Erickson for a 
painting for the R. J. Reynolds To- 
bacco Company. N. W. Ayer & Son, 
Inc. is the advertising agency. 

First honorable mention to Edwin 
A. Georgi for his painting for Mc- 
Call’s. Calkins and Holden is the 
agency. 

Second honorable :nention to Edu- 
ard Buk Ulreich for his painting for 
Guerlain. The advertising agency is 
Pedlar and Ryan. 


Miscellaneous: 


Medal to C. P. Helck for his paint- 
ing for Remington Rand. Lennen 
and Mitchell, Inc. advertising 
agency. 

First honorable mention to J. W. 
Williamson for a painting for the 
Ford Motor Company. N. W. Ayer 
and Son, Inc., advertising agency. 

Second honorable mention to 
Pierre Brissaud for a painting for 
the French Line. Batten, Barton, 
Durstine & Osborn, advertising 
agency. 


Posters and Car Cards: 


Medal to William P. Welsh for a 
poster for the Green Moth Associa- 
tion. D. F. Keller and Co., agency. 

First honorable mention and Bar- 
ron Collier medal to Ely Alexander 
Ginsburg for a poster for Abraham 
and Strauss, Inc. 

Second honorable mention to 
Alexey Brodovitch for a car card 
for the Van Raalte Company. 


Black and White Illustrations: 


Medal to Pierre Brissaud for an 
illustration for Parke, Davis & Co. 
The Blackman Company, agency. 

First honorable mention for an 
illustration by Roy Spreter for 
Parke, Davis & Company. The 
Blackman Company, agency. 

Second honorable mention to Jean 
Pages for an illustration for the 
American Bemberg Corporation. 
Richardson, Alley and Richards. 

Pen and Ink: 

Medal to Rockwell Kent for a 
drawing for the American Car and 
Foundry Co. Calkins and Holden, 
agency. 

First honorable mention to Paul 
Froelich for a drawing for the 
Aetna Life Insurance Company. N. 
W. Ayer and Son, Inc., agency. 


Decorative Designs: 


Medal to Howard Trafton for a 
design for Dow, Jones and Co. 
Doremus and Co., agency. 

First honorable mention to George 
Rupprecht for a design for George 
Lamonte and Son. Calkins and Hol- 
den, agency. 


Photographs: 


Medal to Margaret Bourke-White 
for a photograph for N. W. Ayer 
-and Son, Inc. 

First honorable mention to O. H. 
Linstead for a photograph for Gen- 
eral Motors. Campbell, Ewald Com- 
pany, agency. 

Second honorable mention to An- 
ton Bruehl for a photograph for 
Young and Rubicam, Inc. 


Merchandise: 


Medal to Alice McL. Jones for a 
tube for Pinaud’s Hand Cream. 
Riegel and Leffingwell, agency. 

First honorable mention to Gustav 
Jensen for a box, Gulistan Rug. 

Second honorable mention to El- 
wood Whitney for a lipstick case for 
Kathleen Mary Quinlan. J. Walter 
Thompson Co., agency. 


Magazine Covers: 


Medal to Carl Erickson for cover 
for the Conde Nast Publications. 


Saalburg for a cover for the De- 
lineator. 

The Jury of Award consisted of 
Eugene Speicher, Harry Wickey and 
Dr. M. Agha. The Barron Collier 
medal for posters and car cards was 
awarded for the first time in three 
years. The exhibition will be open 
to the public daily except Sunday 
between 10 a. m. and 6 p. m. and on 
Tuesday and Thursday evenings 
until 9 p. m. 


Special Copy 
to Introduce 
Bon Ami Leader 


New York, April 16.—Bon Ami, 
for years one of the best known ad- 
vertised products, is introducing a 
novel merchandising idea—a hand- 
some de luxe package colorfully de- 
signed especially for the modern 
bathroom. This container is de- 
signed in colors of rich black and 
gold to harmonize agreeably with 
any color schemes. 

It is so smartly modern that it 
can take its place proudly upon the 
shelf along with Milady’s decorative 
perfume bottles, cosmetics and 
dainty soaps. In attractiveness and 
display value, it is said, the new 
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package will surpass any item now 
in the grocery stores. 

The new package will not replace 
either the present Bon Ami Powder 
or Cake. It is expected by Bon Ami 
executives that the new offering 
will arouse new interest in the prod- 
uct generally and will increase sales 
of the two older forms of the house- 
hold cleanser which has served mil- 
lions of housewives all over the 
world for more than forty years. 

A large advertising campaign, 
consisting of full pages in color to 
principal magazines, will begin in 
June to announce and accompany 
the introduction of the de luxe bath- 
room package. Publications to be 
used include the Saturday Evening 
Post, Ladies’ Home Journal, Ameri- 
can Weekly, Woman’s Home Com- 
panion, McCall’s Magazine, Pictorial 
Review, True Story, Good House- 
keeping, Country Gentleman, Better 
Homes and Gardens, Woman's 
World, Successful Farming, Farm- 
er’s Wife, Holland’s Magazine and 
Outlook. 

The Bon Ami account is handled 
by McCann-Erickson, Inc. 


Kirkland with Southwick 


Kenneth S. Kirkland has joined the 
Southwick Company, New York, as 
vice-president and account executive. 


New York Club 
Attracts New Members 


The following applicants have been 
admitted to the Advertising Club of 
New York: 

George Brandon Becker, New York 
Life Insurance Co.; William M. Clay- 
ton, president, The Clayton Maga- 
zines, Inc.; Alden J. Cusick, mana- 
ger N. Y. branch, General Outdoor 
Advertising Co.; Joe J. Fox, manag- 
ing editor, McClure Newspaper Syn- 
dicate; Maxton R. Davies, vice-pres- 
ident and treasurer, Foster & Davies, 
Inc., Cleveland, Ohio; Frank H. Cole, 
Cole & Company, Asbury Park, N. 
J.; John Douglas Gordon, 


er 
radio department, Richardson, Alley 
& Richards Co.; 


Hubert A. Hagar, general mana- 
ger, The Gregg Publishing Company; 
Warren M. Ingalls, publisher, Engle- 
wood Press, Englewood, N. J.; Fred 
H. Laubach, merchandise manager 
and treasurer, Wm. Laubach & Sons, 
Easton, Pa.; Lee W. Maxwell, presi- 
dent, Crowell Publishing Company; 
George K. Myers, advertising mana- 
ger, The Magazine of Wall Street; 
Lee B. Rosenstadt, Circular Letter 
Service; Walter M. Sackett, vice- 
president, Karle Lithographic Com- 
pany; William R. Tier, assistant 
treasurer, General Outdoor Adver- 
tising Co.; Gerald B. Wadsworth, 
Home Makers’ Educational Service, 
Freeport, N. Y. 


NOW READY FOR DISTRIBUTION 


MARKET DATA for AGENCIES 


instantly available, easy to find 


Advertising Agencies Say: 


“We have always found this 
book of considerable value. It is a 
distinct improvement in the new 
form.” 


“We shall make excellent use of 
this publication as we have in 
previous years. 


“For several years we have been 
keeping a complete file of these 
books, and we refer to them fre- 
quently during the course of the 
year. 


“If you did nothing more than 
collect, as you do, the important 
statistics compiled by the various 
business papers and by the Gov- 
ernment, the time saved us in 
making industry studies would be 
tremendous.” 


“This is one of the handiest vol- 
umes in our office and it is used by 
practically every member of our 
organization.” 


“The 1930 edition was passed 
immediately to our research de- 
partment. We find it informative 
and useful.” 


“We use the Market Data Book 
almost daily as we are constantly 
in need of information such as you 
furnish on markets and 
publications.” 


“We find the Market Data Book 
unusually handy and valuable for 
agency work, because it is totally 
unlike any other book on 
marketing.” 


“A\ll of us in this agency find the 
Market Data Book extremely 
valuable.” 


“It is a definite and valuable 
contribution to the problem of 
marketing. 


“The tables, graphs and distri- 
bution data preceding each classi- 
fication of publications is invalu- 
able, especially in preparing 
prospective schedules. 


“It is the most practicable and 
useful reference book of its kind 
we have ever seen. Your met 
of indexing publications makes it 


First honorable mention to Allen 


a genuine time-saver.”” 


channels. 


source book. 


circulations and rates. 


tising agencies. 


The Market Data Book meets in an intensely practical 
way the everyday needs of the advertising agency and 
advertising department for information on a hundred major 
business fields. Here in concise, easy-to-find form are data 
on the size of markets, the number of units in every business, 
the buying habits of trades and industries, and the trends 
that affect the sale of goods to industry and through trade 


The Market Data Book is the ideal quick reference 
It is compiled from more than a thousand 
sources, checked with government and other official figures. 


Here, in a single volume, are the results of innumerable 
independent market surveys, government census findings, and 
business facts obtained from authentic research organizations. 


Also, The Market Data Book contains a complete directory 
of business publications of the United States and Canada, 
carefully classified and indexed, giving all mechanical data, 


The Market Data Book, in its 1931 issue, the tenth 
edition, is the one indispensable reference book for adver- 


Use the coupon below to obtain your copy— 


CLASS & INDUSTRIAL MARKETING, 
537 South Dearborn Street, Chicago. 


Please enter my subscription to Class & Industrial Marketing for one 
year, for which | will pay $2.00 on receipt of your bill, and send me 
without charge the new 1931 edition of The Market Data Book. 
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Joins Wife to Form 
New Spokane Agency 


Loring Overman and Josephine 
Gillis Overman have opened the 
Overman Advertising Agency in the 
Jones Building, Spokane. 

Mr. Loring was an account execu- 
tive with the Carl W. Art Advertis- 
ing Agency and Syverson-Kelley, 
Inc. Mrs. Overman built an adver- 
tising reputation on the success of 
her radio feature, “Miss Modern 
Shops a la Mode.” 


Abandons Motorcycles 


James B. MacNaughton, for 20 
years sales manager of the Indian 
Motorcycle Company, Springfield, 
Mass., has formed the J. B. Mac- 
Naughton Company in that city to 
render merchandising counsel. 


Timely 
Advertising 


STORE 
EQUIPMENT 


When need arises for send- 

ing a timely, spot-news sell- 

_. ing message to department 

stores, use RETAILING— 

the weekly newspaper that 

satisfies so many other sell- 
ing needs. 


RETAILING 


A Fairchild Publication 
8 EAST 13th ST., NEW YORK 


ADVERTISING AGE 
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April 18, 1931 


THE SMILES OF VICTORY 


ee —.... 


—French Lick Springs Hotel 


Here are some winners in the Western Advertising Golfers Association tournament at 
French Lick April 10-12. Left to right they are Glen Clarke, advertising representative, Chi- 
cago Herald and Examiner; Frank F. Soule, wes‘ern manager, Conde Nast Publications, Inc.; 
Lloyd Maxwell, president, Williams & Cunnyngham, Inc., and James Meigs, western manager 


of the American Weekly. 


Mr. Clarke took home the Directors’ Cup; Mr. Maxwell won the prize for the lowest num- 
ber of putts, and the other two gentlemen shared honors with triumphant foursomes. A third 
major prize winner, Art Sweet, golf editor of the Chicago Daily News, escaped the photog- 


rapher. 


The 
Hotel 


mbassador 


The Ambassador of- 


fers much to those 


who give thought to 


environment as well as 
| accessibility and con- 


venience. Smart shops, 


theatres, art centers, 
business, professional 


and financial districts, 


quickly and easily 
| reached. 


— 
———————— 
_—— 


NEW YORK 


PARK AVENUE 


AT S5ist STREET 


Geerge S. Fowler 
Turns Publisher 


George S. Fowler, until recently 
vice-president in charge of sales for 
the Simmons Company, has become 
vice-president and a director of the 
Pictorial Review Company, New 
York. ; 

Mr. Fowler’s experience includes 
three years with the J. Walter 
Thompson Company and 15 years as 
advertising director of Colgate & Co. 


Pittsford to Address 


Advertising Students 

Ben C. Pittsford, widely known 
Chicago typographer, will address 
the advertising class of the Univer- 
sity of Pennsylvania at Philadelphia 
next week on “It’s the Grouping 
That Counts.” 

Mr. Pittsford will be in Philadel- 
phia for a governors’ meeting of the 
International Direct Mail Advertis- 
ing Association April 22-23. 


Important Post 
for Harry Davis 


Harry G. Davis, advertising man- 
ager of the Kroehler Manufacturing 
Company, Chicago, has been ap- 
pointed general manager of the com- 
pany’s Valentine-Seaver division. 

F. M. Gunn, Jr., Mr. Davis’ as- 
sistant, takes his former post. 


Two More for Eckford 

The Eckford Advertising Agency, 
Atlanta, has been appointed by the 
Lane Drug Stores and Ice Refriger- 
ation, Inc., both of Atlanta. 


RUBBER EXPERT 


F. E. Titus 


Mr. Titus, now general sales 
manager of the Pacific Goodrich 
Rubber Co., and one time vice- 
president of the International B. F. 
Goodrich Corp., addressed the Ad- 
vertising Club of Los Angeles at a 
meeting devoted to the rubber in- 
dustry. 


Other companies represented 
were Goodyear, Firestone and 
United States. 


Send for this 
descriptive 


folder... ot 


Broadw 
New York 


O STATIONS 


wneed if 4 


The radio station is looking for logical pros- 
. constantly .... and another question 
is ‘who is the man to see.” The new Standard 
Register out this month will list over 9000 
National Advertisers . ... and it gives the 
names of the men at the wheel. Every Radio 
Station should inquire about this service! 


NATIONAL REGISTER 
PUBLISHING COMPANY 
arborn St. 


140 So. De: 
Chicago 


NO CHANGE IN 
TIFFANY POLICY 


New York, April 16.—Whether or 
not people are spending their money 
these days for such luxuries as dia- 
monds, pearls and other precious 
stones is evidently not the immedi- 
ate concern of Tiffany & Company, 
Fifth Avenue jewelers. There has 
been no appreciable decline this year 
in Tiffany’s magazine advertising, 
full pages being used in substan- 
tially the same list of publications 
that have always carried the bulk 
of the Tiffany copy, with approxi- 
mately the same investment for 
space. 

In March Tiffany advertisements 
appeared in ten class magazines of 
quality circulation, including Harp- 
er’s Bazaar, Atlantic Monthly, Coun- 
try Life, Fortune, House and Gar- 
den, Sportsman, Spur, Town and 
Country, Vanity Fair, and Vogue. 
The New Yorker, Scribner’s, and 
other magazines in the class group 
also carry Tiffany advertising at 
frequent intervals. 

Though officials of the company 
and its advertising agency, Richard- 
son, Alley & Richards, do not di- 
vulge the amount of the advertising 
appropriation, National Advertising 
Records reports that during the first 
three months of 1931 the company 
spent approximately $35,000 for 
space. This is about the same as 
the average quarterly expenditure 
for 1930, during which year Tiffany 
& Company spent $146,000 in mag- 
azines. 

In other words, the Tiffany belief 
seems to be that if precious stones 
cannot be sold this year, it is quite 
likely the public will buy next year 
or the year after. It will be ready 
to receive them at that time. 

In the meanwhile, the company 
pursues the even tenor of its way, 
confident that business will return 
to normal or better and that its ad- 
vertising will make the House of 
Tiffany the choice of the informed 
majority at the proper time. 


Appoint Critchfield 


Mirkil, Valdes & Co., real estate, 
have appointed the Philadelphia of- 
fice of Critchfield & Company. 


Lectures and Prizes 
Draw Housewives 


Housewives taxed accomodations 
to hear a series of four lectures de- 
livered by Ida M. Chitwood, of the 
Chitwood School of Cookery, Health 
and Charm, under the sponsorship of 
the Kansas City Journal-Post. 

The speaker emphasized the cook- 
ing angle of homecraft, but health 
and allied subjects were covered. 

Prizes of 25 baskets of canned and 
packaged goods, two electric waffle 
irons, a ham and numerous smaller 
items were awarded daily. Grand 
prizes for the last session included 
a gas range, electric refrigerator, 
electric pevessaser and a complete 
set of table linen. Prizes, foods and 
equipment were provided by 25 com- 
— co-operating with the Journal 

ost. 


“Telad is Coming” 


Telad, Inc., has been organized in 
Kansas City to give a telephone time 
service in connection with 12-word 
advertising messages. A newspaper 
and outdoor campaign is developing 
patronage for the new medium. 


Get Industrial Account 


King and Wiley and Company, 
Ine., Cleveland, have been appointed 
by the United Screw and Bolt Cor- 
poration, of that city. Trade papers 
and direct mail will be used. 


“HANJON- 


Electrical Transcription Service 


UNDER SOUTHERN SKIES 


The Sunny South—with melody— 
tradition—Plantation days—Negro 
Spirituals—banjos strumming and 
shuffling feet—all entertainingly 
presented—giving you the true Sou- 
thern atmosphere from your studio. 
Plaintive, lovable, enjoyable. 


A series of thirteen Electrical 
Transcriptions especially made for 
Radio Broadcast now ready for dis- 
tribution to advertisers and agencies 
for spot broadcast. — 


Full commission to advertising 
agencies. 


. 
THE HANJON COMPANY 


Incorporated 
755 Seventh Ave. 
New York City, N. Y. 
Phone Circle 7-3833 


The Des Moines Reg- 
ister and Tribune sells 
68% of all Sunday 
and 56% of all daily 
newspapers circulated 
in central two-thirds 
of Iowa. This includes 
newspapers published 
out of state as well as 
in lowa—41 all told. 


> For Dependable 
>Photostat Service 


K Fr.a. RUSSO ine. 


230 PARK AVENUE 
60 E. 42nd St. 250 W. 57th St. 
VAnderbilt 3—9975-6-7 
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A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 
Confidential, painstaking attention to the indi- 
vidual problems of each client. An interview will 
convince you that we can get you the right con- 
nection. While we operate under the employ- 
ment agency law, 

other agency. 


Soaeee, S OFFICE SERVICE 
e 


Gurney Chrysler, Prop. 
527 Fifth Avenue, New York Murray Hill 10488 


our methods are unlike any 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 


MULTIGRAPHING, MAILING 
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THE VOGUE OF JUMBO ADVERTISING CONTAINERS 


yam 


COFFEE! 


97% OF THE CAFFEINE REMOVED 


NAFFEE HAG is Real Coffet 
~and not a substitute 


wel 


Shortenin | 


Swift & Company, U.S.A. 


While miniature merchandise is coming on the market in increasing volume, there is a 
trend toward jumbo containers for display purposes. 
x 6 x 5 inches, while Kaffee Hag puts out one 20 x 20. Probak’s advertising package is 11 x 


6z 2. 


This Mentholatum carton measures 21 


“Radio in Every 
Room’’ Hit by 
Court Decision 


Washington, D. C., April 16—The 
radio industry as well as hotels, re- 
ceived a jolt April 13 when the 
United States Supreme court de- 
cided that it is a violation of the 
copyright laws for a hotel to receive 
and transmit broadcast musical 
compositions to the rooms of its 
guests without permission of the 
song writer. 

The opinion was in an appeal of 
a suit brought by Gene Buck and 
the American Society of Composers, 
Authors and Publishers against the 


KEKE 


heats need 


a new job but am 
looking for a real 
opportunity! 


Somewhere there is an advertising agency 
or large advertiser who can profit by my 
experience and ability. Somewhere there 
is the opportunity I am seeking to demon- 
strate my right to become somebody some- 
day. 


At present, I am the advertising and 
sales promotion manager of a nationally 
known firm. I am 30 years old, have been 
here for 10 years and am earning $7,000. 
My employers are satisfied with my serv- 
ices. However, recent developments have 
reduced our advertising activity and I find 
myself drawn into other branches of the 
business. My ambition is to become a first 
class advertising man and the opportunity 
for it no longer exists here. 


My experience covers trade magazine 
advertising, catalogs, direct by mail, pro- 
motional literature and correspondence, 
house organ editing, sales contests, conven- 
tion exhibits, a small amount of retail 
advertising and every phase of production, 
—successfully handled. That’s a _ broad 
Statement but samples are available. 


I don’t want a title, a private office nor 
even the salary I am earning today. I 
want a real opportunity to produce and 
develop further. 


* 
Address Box 96 
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Jewell-La Salle Realty company. 
The La Salle hotel in Kansas City, 
it was shown, has a master receiv- 
ing set and head phones or loud 
speakers in the guest rooms, and 
had been receiving and transmitting 
programs. 

Justice Brandeis said in his opin- 
ion: “There is no difference in sub- 
stance between the case where a 
hotel engages an orchestra to fur- 
nish music and where the radio set 
and loud speakers are employed. It 
furnishes the same music for the 
same purpose. In each the music is 
produced by instrumentalities under 
its control.” 

The court said it was not called 
upon to determine whether profit 
was involved. 


With the 
Club Editors 


“Hi ad 


“Hi!” Thus does brand new Miss 
Advertising Weekly of 1931 greet 
the St. Louis advertising fraternity! 

Dressed in a crisp, new frock of 
gay color, simple and smart lines, 
sparkling appearance, she looks for 
all the world like one who has just 
arrived from Hollywood, knows 
where she is going, and is on her 
way. 

Note her manner of address. No 
low curtseying and _ long-winded 
drolling of polite phrases, just a 
ony... « "ee 


Agency Moves 
_ After five years at 17 East 49th 
street, New York, Freystadt- 
Juraschek, Inc., will move to the 
R. C. A. Building at 570 Lexington 
avenue May 1. 


Holmgren is Dead 
John P. Holmgren, advertising 
manager of Svea, a Swedish news- 
paper published in Worcester, Mass., 
and a member of the state legisla- 
ture, died suddenly at his home. 


Move New York Office 

The New York office of N. W. 
Ayer & Son, Inc., which has been at 
200 Fifth Avenue for 25 years, has 
leased three floors of the new build- 
ing at 500 Fifth Avenue. 


McMains Leaves Holland’s 


Harry McMains has resigned as 
advertising director of Holland’s and 
Farm and Ranch, Dallas, to open an 
office in that city to represent manu- 
facturers who distribute through 
druggists. 


Represents “Tageblatt” 

Richard T. Marquart, New York, 
has been appointed United States 
representative of the Brrliner Tage- 
blatt, Berlin, Germany. 


Ten Advertisers 
Co-operatein 
Hospital Day 


Amos ’n Andy, Floyd Gibbons and 
other radio celebrities will co-oper- 
ate with the National Hospital Day 
Committee of the American Hospital 
Association in calling attention to 
“open house” and other features of 
National Hospital Day, May 12, 
which several thousand hospitals 
will feature. 

According to Matthew O. Foley, 
editorial director of Hospital Man- 
agement, Chicago, chairman of the 
committee, the following announce- 
ments by national advertisers will 
be made: 

Libbey-Owens-Ford broadcast by 
Floyd Gibbons, NBC basie blue net- 
work, April 19. 

Graybar Electric program, 
CBS stations, May 5. 

Libby, McNeil & Libby program, 
29 NBC stations, May 6. 

Eastman Kodak program, 44 CBS 
stations, May 10. 

Cudahy Packing Company pro- 
gram, 34 CBS stations, May 11. 

All networks of NBC, Pepsodent 
Amos ’n Andy program, May 11. 

Lever Brothers “Rinso Talkie,” 21 
NBC stations, May 12. 

Iodent Company program, 21 sta- 
tions NBC May 12. 

McKesson & Robbins program, 44 
stations, NBC, May 12. 

Lehn & Fink referred to National 
Hospital Day in their final spring 
broadcast April 7. 

Advertisers in the hospital field 
have mentioned the day in their 
copy, and a number of daily news- 
papers are planning display adver- 
tisements tieing up with news of the 
local hospitals’ programs. A news- 
paper advertising service agency has 
prepared a heading and illustrations 
for tie-ups of local merchants and 
others who will use paid space May 
12 to compliment hospitals and 
stress their importance to the com- 
munity. 
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Stroock to Make 


Coats for Women 

The Stroock Mfg. Co. has been 
formed as a subsidiary of S. Stroock 
& Co., to make women’s and misses’ 
coats from the fabrics produced by 
the parent organization. 

The Hicks Advertising Agency, 
New York, will handle the advertis- 
ing of the new line, with Francis 
Marquis, vice-president, as account 
executive. 


Rename Detroit Daily 

The name of the Detroit Daily, re- 
cently purchased from Macfadden 
Publications by Col. R. R. McCor- 
mick and J. M. Patterson, has been 
changed to the Daily Mirror. 

John Flynn, formerly assistant 
business manager of the New York 
Daily News, has been appointed busi- 


March Lineage 


Close Behind 
That of 1930 


New York, April 


16. — While 


March newspaper lineage in 120 
dailies in 30 cities was somewhat 
less than that for March, 1930, the 
decline was considerably smaller 
than has prevailed heretofore. 


National advertising in these pa- 


pers aggregated 3,324,854 lines, com- 
pared with 3,647,700 in March, 1930. 
Local lineage fell from 8,672,590 in 
March, 1930, to 8,439,784 this year. 
Classified dropped from 2,305,722 to 
2,229,620. 


The total for all three divisions is 
14,626,012 in March, 1930, and 13,- 
994,258 for the recent period, a loss 
considerably smaller than was pre- 
dicted a short time ago. 

As the result of the passing of 
the New York World as such, New 
York has been a “hot spot” recently. 
A number of New York papers reg- 
istered gains in national advertis- 
ing, compared with 1930. Among 
those reporting increases were the 
New York American, Mirror, News, 
Evening Graphic, Evening Post, 
World-Telegram, and _ Brooklyn 
Times and Standard Union. 

The largest gain was naturally 
registered by the World-Telegram, 
whose March lineage (national only) 
was 265,396, an increase of 160,516. 


Armes is Officer of 


Dorrance, Kenyon 
H. Lyman Armes became a vice- 
president of Dorrance, Kenyon & 
Co., Boston agency, April 15. 
Rodman Caterson has been trans- 
ferred from the mechanical depart- 
ment staff of Dorrance, Sullivan & 
Co., New York, to serve under Mr. 


Armes in charge of production and 
traffic. 


Appoint King and Wiley 

The Domestic Sewing Machine 
Company, Cleveland, has appointed 
King and Wiley and Company, Inc., 
of that city. The agency will shortly 
release a newspaper campaign on the 
company’s domestic sewing machines. 


Classified 
Advertising 


A charge of 40 cents a line is 
made for advertising in this depart- 
ment, the minimum charge being $2. 


SITUATION WANTED 


ADVERTISING AND 
PUBLICITY MAN 
Eleven years experience, publicity 
and advertising; creating ideas, 
writing copy, planning layouts; un- 
derstand typography, color, printing, 
engraving. Have edited publicity 
organ; have written and broadcast 
radio material. Box No. 95, care 
a AGE, Graybar Bldg., 
+ oe 


C. E. Schaeffer Joins 
National Shelter Group 


Charles E. Schaeffer, widely 
known as Western manager of Na- 
tional Geographic Magazine for the 
past ten years, has been appointed 
Western manager of the National 
Shelter Group, Walter C. McMillan, 
Inc., announces. 

Mr. Schaeffer will make his head- 
quarters in Chicago. 


@ ADVERTISING 
CALENDARS 


. Business Advertising Cal- 
endars. 

- Cooperative Dealer Calen- 

. Agency Imprint Calendars, 


. . Postage Saving Features. 
. Special Calendars to order. 


PROPER PREPARATION 
AND SERVICE 
Give us an idea of your prefer- 


ences and we samp 
no obligation. 


The STONE 


PRINTING AND 
MANUFACTURING CO. 


ROANOKE, VIRGINIA 


will keep you 


Use the 


Subscribe Now! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


significant developments in all 
branches of advertising. 


$1 a Year---52 Issues 


posted on the 


Coupon 


Advertising Age, 
537 S. Dearborn St., 
Chicago 


Name 


Company ..... 
Street, No. .... 


ae rer 


ness manager of the Daily Mirror. 


You may enter my subscription for one year. 
enclose $1 (check, currency, 


or money order). 
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When You Hit, Hit Hard— : 
Through Smashing Display! 


Don't be satisfied with niggardly display, 
cramped typography! Use ADVERTISING @® 
AGE, the National Newspaper of Advertis- 
ing, with the largest type-page in they 
advertising field! 


On its five-column by 15-inch page, you 

can get real punch into your presentation. 
_A full page or double-page spread in AD- 
VERTISING AGE goes over with a bang! 


Text-and-advertising make-up gives y 
every advertisement high visibility. Your 
message stands out like a sore thumb! 


Plan now for regular representation in) 
ADVERTISING AGE. You'll find it a 
profitable investment. 


Advertising Age 


: THE NATIONAL NEWSPAPER OF ADVERTISING 
CHICAGO, 537 So. Dearborn St. 420 Lexington Ave., NEW YORK 
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